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With Brodie Quantrol Meters... ; 
t 
v 
WITH THE TREND strongly toward oil heat for i g 
farm homes, poultry houses, brooders, farrowing pens, | 
dairy barns, etc., there is a fast growing demand for gr 
Metered Oil Deliveries on rural routes. The same tank 
trucks that deliver tractor fuel in spring and summer 
can be employed to deliver heating oil to farm cus- 
tomers throughout the winter. Equipped with Brodie 
Quantrol Meters, such a delivery system functions with 
the utmost speed and efficiency. Through the use of 
’ RO D [ E Brodie Meters, one operator and one truck can handle 
many times the gallonage of unmetered trucks in less 
time, and with much less physical effort. Too, there 
S is less chance for errors, spillage and loss of product, as 
as the Brodie Quantrol Meter automatically controls de 
_ ea the delivery of the exact number of predetermined = 
th eee NS EXCLUSIVES gallons. For full details on Brodiz Quantrol Meters, Pl 
a write today. . 
pe 
RALPH N. BRODIE CO., Inc., 953 Gist St., Oaklam: 8, Calif. © Division Offices: ie 
CHRYSLER BLDG., NEW YORK CiTy © 59 E.. VAN BUREN, CHICAGO 5 ¢ 302 SOUTH 
PEARL ST., DALLAS 1, TEXAS © 221-9TH AVE. NORTH, SEATTLE 9, WASH. ® to 
2101 S. SAN PEDRO, LOs ANGELES 11, CALIFORNIA. C 





REPRESENTATIVES AND STOCKS IN ALL PRINCIPAL CITIES 





























Donald C. McNall is managing the 
Dallas, Texas office opened on November 
1, by Rochester 
Mfg. Co., Rochester, 
NY. The office, 
opened to provide 
better service for 
dealers in the Texas 
area, eventually will 
handle all of the 
company’s products, 
including liquid 
level, pressure and temperature gauges. 
Mr. McNall was a sales engineer in the 
LP Gas Gage Div. at Rochester and be- 
fore that was engaged in the distribution 
of liquefied petroleum gas for Protane 
Corp. Complete stocks will be built up as 
soon as storage space becomes available. 





Wendell M. Dillon is now associated 
with Watts Regulator Co., Lawrence, 
Mass., as director of engineering. Mr. 
Dillon formerly was with the company 
for a number of years, but left in 1941 
to do private engineering work. His work 
will consist of new development and en- 
gineering research. 


Clifford A. Sharpe has been elected 
vice president in charge of manufactur- 
r ing, Gar Wood In- 
dustries, Inc., De- 
troit, Mich., it is an- 
nounced by John J. 
Bergen, chairman of 
the Board.Mr. 
Sharpe, who became 
works manager of 
the company in 
May, has long been 
associated with Charles W. Perelle, presi- 
dent of Gar Wood, and will supervise 
manufacturing operations in Gar Wood's 
plants in Detroit, Wayne and Marysville, 
Mich.; Matoon, Ill.; Findlay, Ohio; New- 
port News, Va.; and St. Paul, Minn. 





O. W. Bynum has been promoted to 
Manager of direct sales; John A. Gazelle 
to manager of distributor-dealer sales and 
Carl U. Spriggs to assistant general sales 
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Electric Ignition Is Like an 
Automobile Without a Self Starter 
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Floor Furnace—The 
“Daddy” of Them All! 
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Conversion Oil Burner— 
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_hition & NoMoving Parts 
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manager, Carrier Corp., Syracuse, N. Y., 
according to Arthur P. Shanklin, vice 
president and general sales manager. All 
promotions were effective November 1 
and all three will make their headquarters 
in Syracuse. 


Frank E. Spencer, president, Burning 
Oil Distributors, Chicago 4, IIl., recently 





Frank E. Spencer (center) shown receiv- 
ing certificate. 

was presented a certificate by Clark Fer- 
guson, regional director of American Air- 
lines Passenger Sales, on the occasion of 
Mr. Spencer becoming an Admiral of the 
Fleet, in recognition of his services in pro- 
moting air travel. 


W. W. Watson, Detroit, Mich., has 
been appointed representative for H. B. 
Smith boilers in eastern Michigan and 
northwestern Ohio. 


Robert F. Doepel, general manager, 
Braun Bros., Winnetka, IIl., was awarded 
the Army Commendation Ribbon in Sep- 
tember, 1946, by Major General T. B. 
Larkin, The Quartermaster General. The 
citation commended Mr. Doepel, then a 
Lieutenant Colonel in the Quartermaster 
Corps, for outstanding contribution and 
exceptional service in making possible the 
accomplishment of the Corps’ mission. 


E. A. Bertram recently was appointed 
manager of the industrial division, Na: 
tional Radiator Co., 
Johnston, Pa., ac: 
cording to Robert S. 
Waters, _ president. 
Mr. Bertram former’ 
ly managed the com 
pany’s New York in 
dustrial sales divi 
sion, and prior to his 
affiliation with Na’ 
tional Radiator, was chief engineer of the 
Heat Exchange Div., Lummus Co., New 
York City and general manager of Heat 
Transfer Products Co., also of New York 
City. 
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Eatenel conditions such as exposure, prevailing winds and even the wembie: of people a 



















How W-R Controls Can Make 
MT Mme A A 















in the house call for different requirements from a heating plant. 


As the dials of White-Rodgers automatic temperature controls are marked accurately in 
degrees Fahrenheit and the controls perform exactly as set anywhere within the range of the 
control, more and more manufacturers of heating equipment are adopting them as standard. 











Series 120 Room Thermostat is 
modern in design, finished in ivory 
and chrome to harmonize with any 
scheme of room decoration. Effi- 
cient and reliable. 


Series 500 Combination Fan and 
Limit Control for use on forced 
warmed-air heating systems. Pro- 
vides accurate fan control and 
positive limit protection. Two inde- 
pendently operating controls in a 
single case. 





Series 1100 combination Limit and 
Circulator Control for forced flow 
systems. Provides accurate circula- 
tor and positive limit control. Two 
ae eae operating controls in 
a single case, 


+R WHITE-RODGERS ELECTRIC CO. 


LOUIS 6, MISSOURI 


Controls for Refrigeretion + Heating» Ain Conditioning 

















Half-cent price increases in all fueloils 
were announced November 21 by Stand- 
ard of Indiana, applying to 11 Midwest 
states. The announcement stated that this 
was done because of the recent rise in 
crude prices. 


Oilheating men in the Chicago area are 
glad that this had happened, to bring to 
a close one of the most interesting, if not 
amusing, situations encountered by Michi- 
gan Avenue in some years. 


Several weeks ago the principal inde- 
pendent fueloil distributors in Chicago 
raised their selling prices on all grades of 
heating oil a half cent, principally to give 
themselves wider margins. The majors 
were concerned, to understate the case. 

If they moved immediately after the in- 
dependent distributors’ rise the action 
might look queer to their legal and public 
relations departments. It wouldn’t sound 
quite kosher that the small companies 
forced them to raise prices. So, after weeks 
of confusion and not a little consternation, 
in which the independents lost no busi- 
ness to the cheaper majors, equanimity is 
reestablished. The distressing thought in 
it all is that maybe price is not as sacred 
as we've been told. 


© 


Recent publicity has been given to a 
settlement Sinclair has reached with em- 
ployees to avoid labor strife. The plan is 
so simple and easy to operate that it seems 
incredible that it is not in wide use today. 
There are, of course, elements that are not 
interested in avoiding labor trouble, and 
to these elements any plan that keeps peo- 
ple at work and avoids strife is not de- 
sirable. 

In essence Sinclair has agreed with its 
employees on an index of living cost, and 
each quarter the matter of compensation 
is opened for revision upward or down- 
ward as the index moves. There is no need 
for either party to the agreement to 
threaten a strike or lockout to settle pay 


8 





questions. The adjustment will be made 
automatically at the end of the agreed 
period. 


It can be argued that such a settlement 
is not tied’ to productivity of the worker, 
or to the ability of the company to stand 
an increase in rates. However, productiv- 
ity of workers is more likely to be high 
when they are assured that they will be 
properly treated than when there is some 
doubt. In general, too, it can be assumed 
that the company will be well able to han- 
dle pay rises in periods of increasing 
prices. 
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Whether or not John L. Lewis goes te 
jail makes little difference to the oilheating 
industry, but a reasonably quick settle- 
ment of the bituminous coal strike is es- 
sential if the industry is to work its way 
out of the economic woods where it now 
is lost. Production of equipment is sure to 
suffer if the strike is prolonged. Steel mills 
started to close almost as soon as the strike 
was called, and any delay in soft coal pro- 
duction will completely close the industry. 


Oilheating is not seriously in competi- 
tion with bituminous coal for the home 
heating market in most sections of the 
country. It is, however, in direct competi- 
tion with manufactured gas in the East, 
and mixed gas in parts of the Mid-West. 
The gas industry may be badly hurt by 
any long shut-down of the coal mines. Gas 
demand had climbed so high in most terri- 
tories that the utilities were refusing ad- 
ditional load, even before there was any 
threat of a coal strike. Shutting off the raw 
material for the manufacture of gas will 
further aggravate an already critical situa- 
tion. 

It makes little difference how great the 
demand for oil heat may be if there are 
no burners being made, and no tanks, 
pipe, tubing and other installation mate- 
rials to use with them. 
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It is interesting to see the furious ac- 
tivity of the gas-in-the-pipelines men as 
soon as a critical fuel shortage threatened 
the East. The shortage threatened by the 
soft coal strike hit every area east of the 
Rocky Mountains, but one active segment 
of the population saw in the strike an op- 
portunity to promote its pet interest, and 


the publicity that followed convinced 
many that gas in the “Inch” lines would 
solve the problem, if not break the strike. 


The amount of natural gas that could 
be put through the lines within a month 
would represent an infinitesimally small 
part of the fuel needed to replace the un- 
mined coal. Due to lack of distributing 
lines, this gas would have to be used in 
the New York and Philadelphia areas. 
Since these areas have been served totally 
by manufactured gas, all gasburning 
equipment would have to be adjusted for 
a mixed gas, or replaced for straight nat- 
ural gas. Such an enormous task would 
take the rest of the winter if the men and 
materials were available. 


The mad scramble to get gas in the 
pipelines obviously is more opportunistic 
than utilitarian. It can not help to ease the 
coal shortage materially, but the shortage 
serves as a perfect background for gas 
publicity. Without such an “emergency” 
the opposition of the armed forces might 
defeat the gas-in-the-pipelines people. The 
services want the lines kept ready to carry 
oil. With the aid of such an “emergency” 
it may be possible to put them in gas ser- 
vice. Besides, such a move would spite 
John Lewis and the miners’ union, which 
has been fighting to keep gas out of the 
lines. 


Undoubtedly there are many sincere 
people, though uninformed, who now are 
anxious to have gas in the pipelines. A 
little more logic, and a little less emotion, 
would show them how futile is the present 
furore. 


© 


Last month we announced the close of 
the first postwar service school to be held 
by Harvey-Whipple, and the opening of 
a new fueloil laboratory by the Gulf Oil 
Corporation. Both items appeared on the 
same page (page 87), and we were happy 
about both events until the issue arrived. 

The vast Gulf laboratory with its banks 
of test boilers and white insulated pipes 
was pictured in the Harvey- Whipple item. 
It would be hard to imagine such a lay 
out being used as an oilburner service 
school, but this explanation is made only 
because the question has been asked. 

Gremlins that were thrown out of work 
at the end of the war apparently have 
found employment in printing plants. 
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Model “LA” VENTALARM 
shown, Available for pur- 
chase at most supply 
houses. 











The LC model VENTALARM 
is easily installed on old 
tanks. A patented quick 
compression fitting with 
bayonette lock eliminates 
any pipe threading. Takes 
only 15 to 20 minutes. 











The LA model VENTALARM 
is installed on tank when 
new burner is being put 
in. Threaded top receives 
threaded vent pipe in 
usual manner, No extra 
time required. 
















The oil man 


need never enter 
the home. Saves 
15% to 30% on fuel 


delivery costs. 


VENTALARM is 
also made for au- 
tomotive gasoline 
tanks. Ask for 
VENTALARM on 
your new car. 
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Your competition may be other fuel oil 
companies or oil burner dealers who offer 
VENTALARM as standard customer tank 
equipment. Your competition may be a 
salesman of gas heat. In any case, you 
can be sure that all three are telling their 
prospective customers that they offer com- 
pletely automatic heat with no need for 
their customer to worry about fuel supply, 
spillage, muss or bother. 


Nearly a million oil-heated homes now 
enjoy VENTALARM. Householders defi- 
nitely like VENTALARM controlled oil 
delivery. 


Are you using VENTALARM? Are you 
keeping abreast of your competition? 





(? => 
VENTALARM 


T.M. REG. U.S. PAT. OFF. 


‘gue Whistling: TANK FILL SIGNAL 





Manufactured in Canada by EMPIRE BRASS MFG. CO., LIMITED, London, Ontario 















FACTORY SHIPMENTS , in Thousands of 
45 Domestic Oilburners & Units ——— 
Domestic Stokers ------— 


0 
DEC APR AUG DEC APR AUG DEC APR AUG DEC JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC 
1943 1944 1945 1946 


Shipments of Oilburners and Units 
Adjusted to include manufacturers other than the 124 reporting to 
Census Bureau, Furtom & Oi Heat's estimates of shipments are: 





SEPTEMBER NINE MONTHS 
Percent Percent 
1946 1945 Change 1946 1945 Change 
Conversion 47,261 12,543 +276.8 288,392 63,079 +357.2 
Boiler units 2,974 286 +904.4 15,776 5,639 +179.8 
Furnace units 3,813 2,098 + 81.7 18,479 8,430 119.2 
All domestic 54,048 14,927 +262.1 322,647 77,148 + 318.2 
Commercial 3,642 2,446 + 48.9 27,591 26,934 + 2:4 
Total 57,690 17,373 +232.1 350,238 104,082 +236.5 
100 100 
90 STOCKS OF DOMESTIC OILBURNERS AND UNITS 
Thousands) End of Month Shown 90 
80 Factory Stocks ——— 80 
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October Minimum Retail Prices: Key Dealers 
CONVERSION BURNERS BOILER-BURNERS FURNACE-BURNERS 


Top price* Low ala Top price* Low price Top price* Low price 
Highest $525 $1050 fev $650 
Lowest 275 oes 550 és 444 
Oct. Aver. 332 vee 676 A 555 
Sept. Aver. 317 ix 640 sw 574 


*Top price key dealers for conversion burners are those whose minimum 
retail prices are $200 or more, for boiler-burner and furnace-burner 
units (exclusive of ductwork) those whose minimums are $400 or over. 


Price Index: Conversion Burners: January 1940 is 100% 





WHOLESALE RETAIL 

Oct. 137.7 Six monthsago 123.3 Oct. 145.4 Six monthsago 126.1 

Sept. 140.0 Yearago 116.0 Sept. 142.2 Yearago 117.2 
300 
37917] INDEX OF BURNER PERMITS in 43 Cities —— 275 
Lo (Average of 1936-7-8 = 100) 250 
200} INDEX OF New Home PERMITS in 35 Cities---— = 
175 (Average of 1936-7-8= 100) 

Both indexes adjusted for seasonal variation 19 
5075 150 
125 125 
100 100 
75 75 
50 50 
25 25 

0 0 
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Oilheating Thends 


INSTALLATIONS OF DOMESTIC oilburners 
and and units in October are estimated 
at 64,480, an all-time peak month for the 
industry. Total installations in the ten- 
month period were 352,331, also substan- 
tially above any previous ten-month pe- 
riod in the industry’s history. Oilburner 
sales, however, as reflected in new orders 
booked during October were far behind 
installations. The indicated sales for the 
month are 38,690, importantly below in- 
stallations and also below September and 
August orders. Total orders taken in ten 
months were 350,378, or virtually the 
same as installations. Obviously it is about 
time for dealers to start sales effort in 
earnest. October sales were divided: 83% 
conversion burners, 13% boiler-burner 
units and 4% furnace-burner units. 

BURNER STOCKS: Domestic oilburners 
and units in dealer hands on October 31 
are estimated at 18,314, which represents 
a new high point since prewar years but 
is still only about half of the number that 
dealers stocked in 1941. Factory stocks on 
September 30, the latest available data, 
were 3,852. 

SERVICE INCOME: October service de- 
partment income of reporting dealers av- 
eraged $2,908, which was 6.4% below the 
average of $3,107, reported by the iden- 
tical group for the same month last year. 
September service department income was 
$3,557 and August, $2,242. 

INCOMPLETE INSTALLATIONS: There 
has been a great deal of conversation in 
the industry about installations that were 
started but could not be completed due to 
lack of various materials or parts. Consid- 
erable ingenuity has been exercised to pro- 
tect the good name of oilheating by see 
ing to it that makeshift steps were taken 
to keep most of the customers warm even 
though the jobs were incomplete. At the 
end of October an estimated 16,391 do- 
mestic oilheating installations were partly 
made but work had stopped because of 
shortage of some part. However, only 2, 
095 of these jobs were not in shape to Op’ 
erate and keep the buyer’s family warm. 
In spite of all the complaints of tank 
shortages only an estimated 331 jobs on 
that date were completed but for tanks. 
Holding up the other jobs were piping, 
motors, transformers and circulators in 
the order mentioned. Considering the 
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many difficulties of the past few months 
and the fact that total installations are 
running well above any previous period, 
the actual hardship caused by incomplete 
installations is surprisingly small. 

DEALERS SUPPLY PARTS: The supplying 
of burner parts by dealers to burner manu- 
facturers has been a curious outgrowth of 
the early postwar situation and the in- 
equities of price control. The whole sub- 
ject is academic today, price control hav- 
ing been abolished, but since questions on 
this subject were asked of the dealers as 
of November 1, it is interesting to see how 
far this unorthodox practice had prog- 
ressed. Based on October business 55% of 
the reporting dealers supplied some parts 
of burners to their manufacturers so that 
they could complete the product for ship- 
ment. All told, 41% of the burners re- 
ceived by dealers during October included 
one or more parts that the dealers had 
supplied to the factories. For the benefit 
of the occasional person who does not 
know what this is all about, some of the 
smaller manufacturers of motors, trans- 
formers and other oilburner parts shipped 
a fair share of their factory production di- 
direct to oilburner dealers because under 
OPA ceilings they could legally get more 
for these parts than they could by ship- 
ping them to the burner manufacturers. 
Everyone was.in the clear by this method 
but the assembled cost of the burner to 
the dealer was naturally higher than it 
would have been if he had been able to get 
the complete burner from the burner fac- 
tory. Fortunately such screwball tactics 
are now a thing of the past. 


IMMEDIATE BURNER DELIVERY: In a. 


number of cities dealers have been ad- 
vertising burners for immediate installa- 
tion and some other dealers have felt that 
this was a come-on game. However, the 
study this month shows that some dealers 
of excellent standing do have burners for 
immediate delivery and in another section 
of this issue is reported a situation on Long 
Island where six reputable dealers were 
advertising burners for immediate instal- 
lation in their local newspaper. Of all 
dealers reporting this month, one in five 
has burners in stock for immediate in- 
stallation as orders are received. Consider- 
ably more, 5 8%, say that some other deal- 
ers in their markets do have burners for 
immediate installation. As to the price of 
these jobs that can be put in immediately, 
and of course these questions and answers 
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Oilburner* and Building Permits 


—_—_——OILBURNERS————— ———DWELLINGS————_- 
October 10 MONTHS October 10 MONTHS 
1946 1945 1946 1945 1946 1945 1946 1945 

ne a ny e Baltimore, Maryland 308 216 ie 331 
a ae ‘a me Binghamton, New York 14 6 112 36 
588 av ie aan Boston, Massachusetts a 6 oy 23 
148 86 674 269 Bridgeport, Conn. aa ~_ a a 
“is ae dia at Buffalo, New York 21 8 ra 52 
lace i Des Moines, Iowa He 41 ae 96 
339 67 7 in Detroit, Michigan 512 374 7367 2419 
83 23 656 97 Elizabeth, N. J. 1 12 17 ‘aa 
68 34 394 118 Freeport, New York 3 24 va <a 
a oa ti mA Greenwich, Conn. 11 10 172 25 
oP ala ae ad Hackensack, N. J. 0 0 a 62 
101 181 or 458 Hartford, Conn. mi s at eye 
48 rs | 472 83 Irvington, N. J. 1 1 16 3 
‘ica ad ~ ‘i Lynn, Massachusetts 4 4 47 7 
27 6 a sty Meriden, Conn. Pe re aia 2 
177 65 900 155 Milwaukee, Wisc. 114 137 1372 oa 
101 72 572 615 Minneapolis, Minn. 106 112 + 1307 603 
50 28 389 714 Montclair, N. J. ie oa “A wa 
aN aa aia “i Morristown, N. J. 1 0 oa 1 
87 76 515 194 Mt. Vernon, New York 2 ie : 
te 255 = ce Newark, New Jersey 
67 55 438 271 New Bedford, Mass. 
92 88 397 166 New Haven, Conn. 

0 0 0 0 New Orleans, La. 2: be a <% 
98 59 363 147 New Rochelle, N. Y. 12 6 106 11 
; 2808 se 20046 New York City (total) x an ae x 
-» 2460 .. 19429 Brooklyn-Queens 

487 348 5610 1307 Manhattan, Bronx, Rchd ad a ag Fe 
42 52 + ox Norfolk, Virginia 25 4 216 56 
0 0 4 2 Oakland, Calif. ap ae fe a 
126 53 800 158 Omaha, Nebraska 59 36 696 256 
36 38 ‘ 71 Orange, New Jersey 0 0 - 1 
i 25 “a a Passaic, New Jersey “a “- me a 
89 81 836 197 Paterson, N. J. 13 0 64 2 
1182 <- 6062 ee ‘Philadelphia, Pa. re ap ne ae 
- mS v a Plainfield, N. J. 7 2 87 17 
80 65 413 198 Portland, Maine 8 1 95 5 
234 314. 2469 1140 Portland, Oregon 98 65 1782 457 
40 ae ns ae Poughkeepsie, N. Y. ys = Be ~ 
101 43 830 90 Providence, R. I. 8 6 124 19 
ne 4a ae - Reading, Penna. 0 11 88 22 

0 15 289 28 Richmond, Virginia 158 102 re 556 
86 ae as 20 Rochester, N. Y. “its ee B 2 <4 
35 25 238 71 Rockville Center, N. Y. 2 4 70 4 
55 20 186 49 Salem, Massachusetts 5 2 15 4 

160 32 713 128 St. Louis, Missouri aes) | 18 279 31 
186 69 1189 237 St. Paul, Minnesota 56 62 1040 444 

4 150 204 = Schenectady, N. Y. aa os me a 
A a a Seattle, Washington 143 65 2288 1191 
S ne os Springfield, Mass. 57 3 512 176 
70 38 300 Stamford, Conn. a be a es 
58 33 265 $s Syracuse, New York 24 6 174 92 
sy a a wa Trenton, New Jersey - 1 13 7 
a ie: a a Utica, New York 3 1 a 7 

273 136 0=—. 2111 343 Washington, D. C. ne <4 ee 
tp =f bs ‘6 West Orange, N. J. As 5 84 13 
41 41 262 148 White Plains, N. Y. 4 3 28 6 
0 45 493 104 Wilmington, Delaware 11 10 192 10 
121 93 653 271 Worcester, Mass. 7 aa ns “4 
97 62 pee a Yonkers, New York ra oe =} me 
3781 2272 22866 5353 Totals 1807 1287 16978 5915 
+ 66.4 +3272 Percent Change + 40.4 + 187.0 


* Permits are not total sales in each market since none are reported from suburban areas, 
which normally account for 20% to 60% of total sales in each market; nor are they an accu- 
rate index where enforcement is lax. Rightly used, however, they are a useful working index. 





came before price control was removed, 
just about one-fifth of these jobs were go’ 
ing in at legal prices and four-fifths at 
illegal prices, in the opinion of those re- 
porting. 

OIL IN STORAGE: Oil prices have weak- 
ened in some Eastern markets during the 
past month largely because storage was 
piling up. The price experts of the indus- 
try like to blame this on the very mild 
Fall season, but actually this deficiency in 


degree days has not affected the season’s 
consumption as much as 5%. The real rea- 
son for distillate stocks piling up is that 
consumption in the first half of this year 
was badly overestimated by government 
agencies and the economists in the big 
companies, which resulted in the refiner- 
ies running too high yields of heating oil. 
Of the fueloil distributors reporting this 
month, one in six says that the price has 
(Continued on page 124) 
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So Far, So Good 


Scientific Salesman Selection Program Gets Under Way 


by 
R. M. Marberry 


In mid-summer this year, Timken Silent 
Automatic introduced a new five-step pro- 
gram for scientifically selecting dealer- 
salesmen. Essentially, the program con- 
sists of four screening steps for eliminat- 
ing obviously unfit candidates, plus a final 
step in which surviving candidates are 
given an aptitude and ability test. The 
test papers are analyzed by a personnel 
testing organization with which Timken 
has made a connection, and a recommen- 
dation to either hire or not hire is then 
made to the dealer. 

Since this is the first full-blown selec- 
tion program introduced by an oilburner 
manufacturer, progress of the program 
has been watched with unusual interest 
by dealers, distributors and manufacturers 
alike. This article will bring readers up to 
date on results from the Timken program. 


I, SCIENTIFIC SALESMAN selection “over 
the heads” of oilburner dealers? 

Here is one manufacturer who doesn’t 
think so. There may have been a small 
doubt in our minds five months ago when 
Wwe gave our selection program a final tun- 
ing and wigwagged the go-ahead to our 
field men. But today, in the light of re- 
sults since, we are as certain as we are 
of anything that oilburner dealers are 
ready for scientific salesman selection. 

Most oil heat merchandisers worthy of 
the name are already sold on the need for 
scientific selection. 

They have a good grasp of selection 
fundamentals. 

And, we believe, they are capable of 
installing and operating a selection pro- 
gram with a minimum of assistance from 
the manufacturer or other sponsor. 

Maybe our dealers are “different,” but 
here again we don’t think so. We believe 
any manufacturer’s dealers will go for 


fueloi! 
€ o// heat 


scientific selection to the same all-out ex- 
tent—and may we add our hope that 
every manufacturer’s dealers will have the 
opportunity, for it is our deep-dyed belief 
that a sound growth of the oil heating in- 
dustry can be brought about only by in- 
creasing individual selling effectiveness— 
not by simply appointing more and more 
dealers and encouraging them to hire 
more and more salesmen on a guess-and- 
hope basis. 

Increased quality of selling effort will 
bring about more lasting good than in- 
creased volume of selling effort—or, at 
least, this is the way it looks from this 
corner. 

For the benefit of readers just now 
seating themselves, we got our selection 
program going some five months ago after 
nearly two years of exploratory and 
preparatory work and a considerable out- 
lay in coin of the realm. Many months 
were spent in locating a personnel-testing 
organization that knew its business and 
could be trusted. Additional months were 
spent in developing a selection program 
tailored to the needs of the oil heating 
business in general and our dealers’ busi- 
nesses in particular. And then a great 
many more months were spent in testing 
some 100 Timken dealer-salesmen of 
good, bad and indifferent calibre to es- 
tablish a “hiring zone.” This “hiring zone” 
(if you don’t know) is nothing more or 
less than a standard for use in determin- 
ing how closely a given salesman-appli- 
cant resembles successful salesmen al- 
ready in the employ of our dealers. If an 
applicant’s ratings fall within the hiring 
zone, he is a good bet and should be hired. 
If his ratings fall either wholly or par- 
tially outside the hiring zone, it is some- 
thing else again and the hiring recom- 
mendation is tempered according to the 
degree of variance. 

Five months ago, when we were all 
set to roll, the big question was: Is now 
the opportune time to spring a selection 





R. M. Marberry 


Advertising Manager, Timken Silent 
Automatic Division 


program on our dealers? It will be months 
before they need to sell a burner, so 
wouldn’t it be best to delay announce- 
ment of the program until later on? 

The decision was to go ahead with it 
immediately in the belief that a pioneer- 
ing program of this sort would require a 
lot of selling to dealers,. plus a lot of learn- 
ing and understanding on their part. We 
are glad now that this was the decision, 
not because the program has required a 
lot of selling, but because dealers want 
and appreciate the extra time they have 
been given to become letter-perfect in 
learning how to operate it and how to get 
the most from it. 

Practically no resistance to the idea of 
scientific salesman selection has been en- 
countered during the last five months. In 
fact, dealers have welcomed it with wide- 
open arms. The typical reaction has been, 
“Man, you don’t have to tell me that high 
salesman turn-over is the biggest curse of 
my business. I know it is—and if you 
have a good, practical answer to the prob- 
lem, I'm 100 per cent for it.” Many deal- 
ers, it developed, have kept a more or less 
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accurate record of the expense of training 
a new salesman and fitting him into the 
organization. The average cost, based on 
a two-month training and break-in period, 
is in the neighborhood of $400—which, 
of course, is expense down the drain when 
the new salesman leaves, either of his own 
volition or at the dealer’s invitation. 


Selling the Plan 


One of our field men was making prac- 
tically no headway in selling the program 
to a Minnesota dealer when it occurred 
to him that he hadn’t seen anything of 
Joe Doakes during his visit, Joe being a 
new salesman the dealer had hired some 
three months before. On mentioning this 
to the dealer, the latter said, “Oh, Doakes? 
Hell, he just didn’t have it, so I had to 
let him go.” No sooner had the dealer 
said this than a light came on in his eyes. 
“Now I get what you're driving at in this 
selection program,” he said. “Let’s go over 
it once more. I promise I'll be a lot more 
attentive this time.” 

Generally speaking (and as might be 
expected), the larger the dealer and the 
more salesmen he employs, the more in- 
terested he is in scientific selection. More 
than other dealers, he has seen a parade 
of new salesmen come and go and realizes 
the tremendous waste of time and effort 
that occurs when the new man isn’t fitted 
for the job. In many cases, the larger 
dealer already has a selection program of 
sorts and so needs to be sold only on our 
way of doing things rather than on doing 
them at all. 

But smaller dealers are sincerely inter- 
ested too. There is a Timken dealer in a 
small town up in Maine who, heretofore, 
has operated as a lone-wolf. In recent 
years there has been a definite deepening 
of his market (due as much to his own 
efforts as to national factors), with the 
result that today he definitely plans to hire 
a salesman just as soon as waiting cus- 
tomers no longer meet all trains. “I have 
all kinds of relatives here I could put on 
the job,” he says. “But I’m not operating 
a charitable institution and intend to hire 
the very best man I can get for the job— 
with the intention of keeping him as long 
as I live or am in business. I’ve never be- 
fore hired a salesman, so if your program 
will help me do it the right way, it’s some- 
thing I want and will spend a whole lot 
of time studying, even though I may have 
to use it only this once.” 
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Dealers’ confidence in scientific sales- 
man selection—in all lines of business— 
is being helped tremendously today by the 
great amount of wordage being devoted 
to this subject in the public prints. To 
cite only one example, the Army recently 
announced a new selection system which 
will be used in appointing 9,000 new ofh- 
cers in the Regular Army from among the 
800,000 who saw temporary duty in the 
Army of the United States during the 
war. The selection system devised for do- 
ing this was given widespread publicity 
in newspapers (it made the front page of 
the Detroit Free Press) and was reported 
in at least one national magazine, which 
has had the very natural effect of increas- 
ing oilburner dealers’ interest in and ac- 
ceptance of scientific selection as applied 
to the oil heating business. 


Tests in Other Fields 


Also helpful in selling our program 
have been the pioneering efforts of manu- 
facturers in other fields. For example, one 
of the better-known insulation manufac- 
turers devised and introduced a selection 
program a short time before the war. This 
manufacturer’s dealer in a certain Con- 
necticut town used the program in hiring 
three new salesmen who, during the fol- 
lowing six months, sold more insulation 
than seven existing salesmen who had 
been hired on a guess-and-hope basis. Our 
dealer in this town is a close friend of the 
insulation dealer—was told of this per- 
formance—and all but cracked our field 
man’s ribs when he learned that we have 
a selection program tailored to meet the 
special needs of Timken dealers. 

Something else that has helped our 
cause is the fact that our program offers a 
commonsense approach to the hiring prob- 
lem which,, essentially, is the same ap- 
proach any good burner dealer would 
come up with if he were to spend the same 
time, effort and money on developing a 
selection program. The principal differ- 
ence is that our procedure culminates in 
a scientific testing of the applicant's apti- 
tudes, abilities and personality factors and 
so carries the procedure one step beyond 
the end point of a dealer-developed pro- 
gram. Expressed in other words, the pro- 
gram relies as much on the dealer’s com- 
monsense and good judgment as it does 
on aptitude and ability testing, which, in- 
cidentally, has been the shortcoming of 
many programs offered in the past in 





other fields. The time has not yet arrived, 
and probably never will, when only a se- 
ries of tests can do the whole selection job. 
There are many intangibles which only 
the dealer can measure and weigh in his 
own mind on the basis of his own experi- 
ence and any special factors which may 
exist. 

One of our Pennsylvania dealers made 
this point using somewhat different words. 
“There is nothing new about your pro- 
gram except the testing part,” he said. 
“I’ve been doing the same things for years, 
but your program tells me how I can do 
them better and in a more effective se- 
quence and, also, supplies the means by 
which I can exercise good judgment on a 
sounder, more logical basis. 

It is well to insert here that although 
comparatively few dealers are using the 
program for hiring new salesmen now 
(the present supply and demand situation 
being what it is), a great many are using 
it to test existing salesmen to determine 
areas of weakness and how these areas can 
be shored up. Almost invariably the test 
report on the existing salesman coincides 
with the dealer’s estimation of the man, 
arrived at through long association with 
him—which, naturally, strengthens the 
dealer’s confidence in the program and 
will result in his using it all the more in- 
tensively when he needs to add to his sales 
force. 


Some Misconceptions 


Are there any popular misconceptions 
on the subject of scientific salesman selec 
tion—any preconceived notions which are 
at variance with the facts? 

Yes, a few. But only a few. As pre’ 
viously stated, the good grasp most deal- 
ers have of the fundamentals of scientific 
selection has been one of the most sur’ 
prising developments from our introduc’ 
tion of a selection program. 

One misconception is that a person has 
to be a practicing psychologist to operate 
a selection program. Another is that scien 
tific selection consists entirely of testing 
salesman-applicants. And still another #8 
that scientific selection is sure-fire and 
never misses. 

Recognizing these misconceptions, out 
field men make it a point to cover cach in 
detail in presenting the program to 4 deal- 
er for the first time. In covering miscon’ 
ception No. 1, they emphasize that a pet’ 
son doesn’t have to be a psychologist to 
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use scientific selection, any more than he 
has to be a master mechanic to own and 
operate an automobile. True, a lot of high- 
powered psychology went into the devel- 
opment of the program and is used in 
scoring tests (this work is done by our 
consultants). But the procedure the dealer 
must follow is as simple and easy to fol- 
low as a four-lane highway and gets just 
as good results for Joe Spivens of Hodgins 
Corners as it does for Dr. I. Q. Cranium 
himself. 

Radar provides an apt parallel. More 
engineering and electronic know-how than 
could be packed into the Queen Mary 
went into the development of the radar 
equipment used during the war. Yet, the 
equipment could be, and was, operated 
by 18-year-old kids whose knowledge of 
mechanical things was limited to the in- 
nards of a Model T Ford, proving that 
complications under the hood don’t mean 
a thing if the controls are simple and easy 
to use. 

Misconception No. 2—that any sales- 
man-applicant who pops his head inside 
the showroom door is to be handed a fist- 
full of test forms and a pencil and told to 
get busy—is effectively answered by the 
make-up of our program. Actually, test- 
Ing an applicant is the last step in the pro- 
cedure and is not done until he has been 
screened and scrutinized in four previous 
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steps. The whole procedure is something 
like screening gravel with screens of grad- 
ually increased fineness. The result is that 
no more than one applicant out of every 
five survives the screening and is actually 
tested. 

On the subject of these tests, it might 
be mentioned here that a number of deal- 
ers felt on first hearing of the program 
that many applicants would be “insulted” 
by being asked to take the tests. Our stock 
answer to this is two-fold: First, if the 
applicant is “insulted,” there is a good 
chance that there is something about him- 
self that he wants to cover up. And, sec- 
ond, if he is “insulted,” he is exceedingly 
thin-skinned and can be tagged as a prima- 
donna type of individual who is extremely 
ill-suited to the job of selling oil heating 
equipment. Experience in other fields 
(and in this field to a limited extent) in- 
dicates that a “healthy” salesman with the 
right outlook on selling and life in gen- 
eral not only is agreeable to being tested, 
but actually wants to be. He has confi- 
dence in his ability and is confident that 
the tests will show him up for what he 
actually is. We have run across a few in- 
dividuals who distrust aptitude and ability 
tests, but in most instances have been able 
to trace this distrust either to an inade- 
quate test improperly administered years 
ago, or to a weakness in the man which 





some previous test has uncovered to his 
sorrow. 

Misconception No. 3—that scientific 
selection is sure-fire and never misses—is 
scotched by our field men by the plain, 
bald statement, “‘it’s a lie.” Neither our 
procedure, nor any determination proce- 
dure yet to be devised, can measure any- 
thing as complicated and varying as a hu- 
man being with unfailing accuracy. There 
will be misses just as long as man is born 
of woman and grows up under different 
conditions of environment. There may 
even be times when the procedure says 
“there’s the man for you,” with the later 
result that the man decamps with the 
dealer’s daughter and all his ready cash— 
but this will be far less frequent than 
when the employer doesn’t use any organ- 
ized selection program. 

What the procedure actually does is 
simply this: It narrows the margin of 
error. It increases the odds in favor of the 
dealer selecting the right man out of any 
given number of applicants. If the dealer 
was right one time out of four using guess- 
and-hope selection methods, he will be 
right three times out of four using scien- 
tific selection methods, and therein lies a 
great difference in increased selling power 
and profits—or, to look at the mirror dark- 
ly, a great difference in wasted training 
time and expense. 


Lowers Chance of Failure 


Right now we don’t know how much 
the odds will be affected by the use of our 
selection procedure. All we do know is 
that three right choices out of four is the 
average in other fields—and that our 
limited experience to date bears this out. 
As previously mentioned, tests of existing 
salesmen are hardly ever at variance with 
what we know them to be on the basis of 
long association, which, to our minds, is 
highly significant and leads us to believe 
that our program has what it takes to 
winnow out the fit from the unfit. 

The words “hardly ever at variance” 
used above remind us of one recent case 
that has us a little bothered. The dealer 
in a Michigan town tested his sales man- 
ager, a man of long experience and un- 
doubted ability. When the test report 
came back, it said that the man was just 
barely fitted for the job and would require 
close supervision by the dealer, where- 
upon the dealer hit the ceiling. What the 

(Continued on page 124) 


37 








Oilheating Talk Sessions 


Round Tables in Six Cities Tackle Current Oilheating Problems 


by 
Clyde J. Morrill* 


ht ROUND TABLE Discussions re- 
ported here were sponsored by the At- 
lantic Coast Oil Conference, Inc. They 
were conducted through the cooperation 
of the Conference members and others in 
-the oil heating industry in the Northeast- 
ern states. At every meeting Robert Gray, 
FugLoi, & Om Heat, contributed his 
knowledge to the discussions. His pre- 
liminary spot study of burner service, in- 
corporated in the discussion booklet dis- 
tributed at each meeting, provided figures 
that served to make this part of the dis- 
cussion extremely practical. 

The idea of a Round Table was first 
suggested by H. E. Davenport, Salem, 
Mass., to Bob Gray and the Conference 
Secretary for the consideration of burner 
service problems in one of our Eastern 
markets. This was expanded by the Con- 
ference to include examination of 
“Branded Fueloil’’ as well, and it seemed 
highly desirable to broaden the base of 
the study geographically. Eventually 
seven meetings were held in six separate 
markets. 


The purpose of these meetings was to 
get broad coverage of opinion in our oil- 
heating industry in the Northeast, search- 
ing for expressions from retail distribu- 
tors, large and small, in their own mar- 
kets. Discussion was stimulated at each 
meeting by mimeographed questions 
posed for study. These questions had been 
solicited from Conference members rep- 
resenting independent companies from 
several markets. It was hoped, in spite of 
the generally recognized fact that the mar- 
keting of oil heat is not “horizontal” but 
“vertical,” market by market, that, never- 
theless, underlying agreement might be 
found on significant phases of both ques- 
tions. Such generally accepted views 
might suggest some policies for considera- 
tion before the 1947-48 heating season. 
It was expected that research, especially 
market consumer research, might be indi- 





*Executive secretary, Atlantic Coast Oil 
Conference, Inc. 
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cated along some very definite lines. Fi- 
nally, we hoped to record in one place 
some of the arguments pro and con that 
have been, in many a “bull session,” in- 
spirationally developed without any rec- 
ord having been made at the time. With 
the collective thoughts of over one hun- 
dred successful operators before us for 
careful review, it becomes easier for any 
marketer to evaluate the arguments that 
affect policy decisions that he must make 
before next heating season. 

The urgency of the need of the study 
undertaken was indicated by concern ex- 
pressed over growing competition from 
the gas industry. Burner service is an im- 
portant key to successfully meeting such 
competition, its adequacy and the correc- 
tion of its many faults being of prime 
immediate importance. Branded fuel oil 
may become an important part of serv- 
ice to the consumer, and the study of 
branding calls for a thoughtful appraisal 
of the effect. of such development first, 
on the consumer and, second, upon the 
distributor. 





Morrill 


To make the reporting unbiased and as 
accurate as possible, separate notes were 
taken at every meeting by both Morrill 
and Gray. It was expected that what one 
missed the other would record, and that 


the different approach of the two men to 
the same problems would result in a re- 
port that truthfully set down ideas as they 
were expressed. 

No person is quoted directly although 
most of those who attended will recognize 
phrases and ideas that were presented. In 
fact, it was of interest to the observers 
how often identical phrasing recurred in 
meeting after meeting, when argument 
waxed vigorous. 

Those who have cooperated will, we 
hope, upon reading this report, feel that 
they have made a real contribution to our 
better knowledge of these problems. It 
was time and energy well spent. As 
Talleyrand said, “There is one who knows 
more than anyone. That is everyone.” 


Area of Agreement 


Every market has its own traditional 
competitive complexion and every market 
has physical characteristics influencing 
fueloil marketing policies. We have no 
clearly cut typical operations exactly re’ 
produced in each market, i.e., business 
entities that cling to the same form. Coal 
is an important background for many, 
burner sales promotion for others, with 
perhaps the fewest in number actually 
having a background exclusively of retail 
fueloil marketing. Combinations in fuel- 
oil exist that include barge lot selling, 
tank car selling, under the rack selling 
and retail selling; either the final or addi- 
tional functions. 

Bearing these facts in mind there must 
be some reservation in expecting complete 
unanimity of mind. However all those 
participating substantially agreed on oil: 
burner service that: 

1. It should be possible to write a set 
of specifications covering burner service 
or, as expressed in some cases, a “defini 
tion of burner service.” 

2. There should be no difficulty in ar 
riving at a cost of performing such service. 

3. Gas competition makes it necessary 
for us to give serious consideration t0 
plans that would equalize service expense 
to all customers, placing this service t0 
the consumer on an actuarial, or insur’ 
ance, basis, if possible. 
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4. Summer clean-ups of burner and 
boiler reduce emergency winter calls. 

5. More importance must be attached 
to the public relations value of the burner 
service division of our distributing cém- 
panies. There is definite wisdom in em- 
phasizing the sales value of efficient 
service. at a 

6. Oil company operated service divi- 
sions are a natural corollary of the grow- 
ing importance of burner service public 
relations. 


Burner Service Questions 


- Question 1.* CAN A PRACTICAL SET OF 
SPECIFICATIONS BE WRITTEN COVERING 
BURNER SERVICE? 

On the possibility that this could be ac- 
complished all were agreed. The necessity 
for bracketing such specifications was an 
added immediate reaction, however, in 
each meeting. This bracketing took three 
distinct forms, and the first might be 
called: 


Basic Requirements to Specifications 


A. An oil burner sale and installation 
code of ethics. 

B. A set of standard specifications ac- 
cepted by the industry on oil burner 
installation. 

C. An accepted practice in the ap- 

*  proval of installed burners when 
oil burner service is to be under- 
taken. 

Many operators felt that before a set 
of oil burner specifications could be prac- 
tical there would have to be more atten- 
tion paid by the industry to the necessity 
for efficient standards in installations. It 
was logically argued that no definition of 
the function of service was possible unless 
it included a common starting point. 
Possibly point A can be a long range 
goal. Certainly B and C require immedi- 
ate study in each market, a project recom- 
mended to every local oil association. 

The second bracketing can be termed: 


Functional Requirements 


A. Preventive servicing. 

B. Maintenance servicing. 

C. Servicing designed to obtain maxi- 
mum efficiency for the consumer. 

Some suggested that specifications 


should include a complete summer over- 


_— 


*The men attending the first round table in 
Philadelphia will find that some slight changes 
Were made in the original questions. This was 
necessary to clarify the subjects considered and 
to help speed up meetings that followed. 
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haul with a separate set of maintenance 
specifications.. Many took the position that 
in assuming the responsibility of service 
any company should provide a service 
designed to obtain maximum efficiency of 
the heating plant, to the end that satisfied 
oil heat users were the companies’ best 
sales builder as well as the industry’s best 
hedge against gas competition. Those ex- 
pressing the latter viewpoint agreed that 
specifications limiting actual work to be 
done were necessary to curb imposition 
on the part of unscrupulous consumers, 
even though such limitations in no way 
affected the responsibility of the fueloil 
marketer to maintain continuous efficient 
automatic heat. 
The third bracketing was of course: 


Adequate Mechanical Specifications 

A. By type of burner (gun, rotary, 
vaporizing). 

B. Limiting service to actual burner, 
its operation and parts. 

C. Embrace the entire oil heating 
equipment such as burner plus 
tank, plus combustion chamber, 
plus oil lines, etc. 

D. Embrace entire heating plant assur- 
ing customer of efficient 70° heat. 

In discussing mechanical specifications 
considerable attention was given Bob 
Gray’s spot study of two hundred burner 
service accounts. Obviously this study 
needs reinforcement by the addition of 
other studies with enough cases to provide 
a broader sample. 

No. A above needs little amplification, 
but in developing B strong arguments 
were advanced to support the contention 
that burner parts including tank and com- 
bustion chamber should be part of a serv- 
ice specification. The spot study showed 
an annual cost of $1.80 per burner for 
parts (of the burner only) and one large 
operation servicing in excess of ten thou- 
sand burners confirmed this figure as be- 
ing extremely accurate. Several argued 
that inclusion of parts eliminated the 
“free service” operator who depended on 
parts selling to carry his “free” service. 

No. C represents a compromise be- 
tween B and D but D, possibly the goal 
the industry must somehow shoot for if 
we are to meet gas competition, is a real- 
istic acceptance of a consumer trend noted 
in the Harvard Report and confirmed by 
every Round Table Meeting. 

In general every meeting recognized 
that competitive factors in each market 





would have much to do with the speed 
with which advanced ideas on oil burner 
service specifications might be adopted. 
There was unanimous evidence of desire 
for such progress and just as unanimous 
evidence that education of the public and 





the fuel oil distributor and the oil burner 
manufacturer was necessary in order to 
obtain this goal. 

That competition has in the past and 
will in the future cause faulty installa- 
tions was freely admitted. The race for 
outlets for the flood of burners due in 
1947 will cause manufacturers, in many 
cases, to appoint dealers who will be irre- 
sponsible, promoting through skimpy jobs 
continued high cost of oil burner service 
to the consumer, promoting as well the 
sale of gas installations by the local public 
utility. 

Consumer research seems called for in 
almost every market that will provide the 
facts and figures on consumer reactions 
on this important subject. There is real 
hope in the recognition throughout the 
Northeast that competition from other 
fuels demands more realistic appraisal of 
our present oil burner installation and 
service specifications. 

Question 2. IF SO, CAN AN ANNUAL 
COST BE ACCURATELY ESTIMATED FOR 
SUCH SERVICE? 

There was a unanimous “yes,” not only 
on actual service as rendered but also on 
an actuarial basis to cover a large group 
of customers. It was heartening to find 
so many firms cost conscious on this sub- 
ject. 

There was considerable dollar discus- 
sion here, and a general affirmative reac- 
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tion that service contracts priced as high 
as $22.50 or over tended to create a fine 
prospect list for the public utility from 
the blue ribbon group of fueloil customers 
on any companies’ books. 

One company reported last year 300 
accounts buying the $22.50 contract. This 
contract included service and parts on 
burners only. This season their price was 
reduced to $15 and their usual mail solici- 
tation produced 1,300 contracts. Another 
reported a top $17.50 contract last heat- 
ing season with only 1/3 of their custo- 
mer list signed up, a reduction to $14 
this year bringing in 75% with only mail 
solicitation. There was a constantly re- 
curring suggestion that approximately 
$15 should provide a summer clean-up 
and emergency service and parts for the 
oilheating system (burner, tank and com- 
bustion chamber included) if any com- 
pany could even approach complete cov- 
erage. Recognition was given of course 
to changes in this figure where man hours 
were becoming an ever increasing charge 
in some markets. 

Question 3. SHOULD DEALERS ATTEMPT 
TO MAKE A PROFIT ON BURNER SERVICE? 

Opinion on this was divided, about 
two-thirds voting that a slight profit over 
a break even basis was the most acceptable 
policy. One-third felt that good business 
principles should be applied to the burner 
division as well as to any other division, 
and that any department operating at 
near break even would have little sus- 
tained pride in its existence and a con- 
sequent suffering in efficiency of perform- 
ance. Those arguing for a near breakeven 
basis recognized that normal overhead 
charges should be included as well as in- 
terest on money invested in equipment 
and parts stock. 

Random comment suggested that “too 
high service charges promoted individual 
service mechanics setting up in business,” 
“the oil burner service division is like an 
advertising division, you can’t expect a 
profit,” “profit and loss studies of an oil 
burner division are futile. You have to 
take into account the public relations 
value of the division and relate it to cus- 
tomer turnover.” “If you are going to 
make the oil burner service mechanic 
proud of his job and the manager proud of 
his division, you've got to have a profitable 
division.” “It’s not necessary to give some 
service away to meet gas competition. It’s 
a selling job. There are plenty of argu- 
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ments in favor of oil.” ““A burner service 
division exists so you can sell a package in 
home comfort. Keep it so it is safely in the 
black, but no more.” 

Question 4. SHOULD WE GO ON AS WE 
HAVE IN THE PAST, CHARGING THE IN- 


DIVIDUAL CUSTOMERS FOR WHATEVER SER- 
VICE THEY REQUIRE, OR SHOULD WE NOT 
GIVE CONSIDERATION TO A PLAN THAT 
WOULD EQUALIZE SERVICE EXPENSE TO 
ALL CUSTOMERS? 

About two-thirds, with emphasis on the 
words “give consideration to,” were in 
the affirmative, the remainder believing 
this an impractical study. As one member 
expressed himself, “If we've got to give 
consideration to such a plan to compete 
with gas, let’s do it, make our plan and 
go ahead,” indicating as others did that 
some further research was called for. 

Most of the opposition centered on 
method and this is discussed under the 
next question. 

Question 5. IF AN EQUALIZING PLAN IS 
FEASIBLE, SHOULD THIS TAKE THE FORM 
OF CHARGING ENOUGH MORE FOR OIL TO 
COVER THE SERVICE COST, OR SHOULD ALL 
CUSTOMERS BE PLACED ON AN ANNUAL 
SERVICE CONTRACT AT A STATED DOLLAR 
COST? 

As in the case of many of the questions, 
meetings accepted one point of view ini- 
tially, but as discussion brought out new 
points, the meeting reversed itself or be- 
came less positive. The relation of service 
charge to gallonage seemed highly desir- 





able to many who later discovered difh- 
culties that simple mathematics revealed. 
Naturally the markets of Baltimore and 
Philadelphia were far less favorable to a 
“charge per gallon for service” since their 
annual consumption for many users is near 
the 1,000 gallon mark. The northern mar- 
kets with an annual average of about 2, 
000 were more inclined to argue for this 
arrangement. It was brought out that a 
per gallon charge, far from equalizing ser’ 
vice costs, assessed the larger consumer 
with a charge considerably above what he 
should pay, while collecting from the 
small user far too little. This would tend 
to lead consumers in the high bracket to 
refuse service, and educate the low con: 
sumption buyer on a service charge that 
could not be maintained. Many expressed 
competitive fears that an added charge in 
the oil price for oilburner service would 
establish a situation favorable to under 
cover price cutting. 

The disadvantage of the annual oil 
burner service contract tied to the oil con 
tract seemed to be in the necessity for an 
individual additional sale to each cus 
tomer. There were many who felt that un- 
der competitive conditions in their mar 
ket it would be impossible for one or two 
firms to adopt a 100% tie-in policy on any 
basis without suffering considerable !oss 
of customer accounts. 

Finally in most meetings there seemed 
to be so much confusion of mind « ‘ter 
full discussion of this question that /css 
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than half attending cared to register a 
vote on either a gallonage charge for burn- 
er service or a 100% tied-in contract 
charge. 

In two of the later meetings some 
thought was given to a summer clean up 
contract tied-in with every fueloil con- 
tract and a small gallonage charge to cover 
emergency service. This seems to be a 
thought that developed out of the discus- 
sion on this subject that is decidedly 
worthy of future study. It received cau- 
tious but favorable reception. 

Question 6. WHAT HAS BEEN YOUR EX- 
PERIENCE WITH CUSTOMERS WHO GOT A 
SUMMER VACUUM CLEANING AND TUNE- 
UP JOB, AS TO THEIR SUBSEQUENT SER- 
VICE NEEDS? IN OTHER WORDS DO YOU NOT 
FIND THAT WHEN A BURNER GETS A THOR- 
QUGH SUMMER CLEANING VERY FEW 
EMERGENCY CALLS FOLLOW DURING THE 
WINTER? 


In five of the six cities visited, five 
unanimously voted that winter service 
calls were greatly reduced by summer 
clean ups, although all emphasized the 
uniform specifications were badly needed 
in “summer clean up” work. The sixth 
city was not too positive in their contrary 
view, and the men have promised to do 
some checking for the sake of accuracy. 

Many emphasized the desirability of 
summer clean up work purely because it 
avoided heavy service scheduling during 
winter months. All the clean ups that can 
be thrown into the summer will result in 
better work, since it is not done under 
pressure; lower costs, since there is little 
if any overtime; lower costs, because help- 
ets can be used under the direction of 
regular service mechanics at less than me- 
chanics rates; and continuous employment 
can be guaranteed to desirable, expert 
workmen. On most burners a far more 
complete clean up is possible in summer 
than in winter when it is often impossible 
to dismantle a burner for the desired 
length of time. 

A most important side of summer clean 
Up work, surprisingly, was seldom men- 
tioned. The accent on the customer con- 
tact is now more and more present in the 
case of the burner mechanic and is prac- 
tically extinct in the case of the truck 
driver, making it extremely desirable to 
surround the mechanic with the best possi- 
ble conditions for favorable customer re- 
action. An emergency call during a bliz- 
‘ard where heat stoppage is a matter of 
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acute concern to a householder, with a 
repair mechanic who has doubtless worked 
many hours overtime, is hardly an ideal 
set up for the exchange of public relation 
courtesies. That a harried mechanic should 
be highly conscious of his public relations 
duties with a harrassed householder prod- 
ding his repair work in a cold basement is 
expecting a little too much of human na- 
ture. Every chore of oilburner service that 
can be performed during warm weather 
tends to improve customer relations and 
avoid service friction. 

Question 7. DO YOU HAVE DIFFICULTY 
GETTING YOUR SERVICE MANAGER TO TAKE 
A PUBLIC RELATIONS ATTITUDE? SERVICE 
MANAGERS USUALLY FEEL THAT THEIR 
PERSONAL PROGRESS DEPENDS UPON 
THEIR DEPARTMENT BEING PROFITABLE 
AND AS A RESULT, EVEN IN THE BEST COM- 
PANIES, THEY ARE INCLINED TO DO CON- 
SIDERABLE GOUGING OF CUSTOMERS. 


It came as a new thought to far too 
many men attending these meetings that 
the burner service division was the pub- 
lic relations division of the company. In 
the majority of cases executives have been 
content to analyze lost accounts, doing lit- 
tle to train their service division to pre- 
vent such losses. 


Too Little Supervision 


Few executives regularly inspected ser- 
vice cards, only about one in five so re- 
porting. Frequently, it was evident that 
the service manager was out to show a 
profit to justify his salary and under his 
direction the customer was apt to suffer. 

Recent surveys have. shown that more 
than 50% of new oilburner and fueloil 
customers come from other customers rec- 
ommendations. Only a few reported, 
nevertheless, that their service division 
was either directly under the sales man- 
ager or considered as an important part 
of their sales activity. 

The point was continuously raised that 
it costs on an average of $25 to replace a 
lost fueloil account and that more atten- 
tion to a service department’s ability to 
prevent customer turnover would pay 
dividends. 

Several advanced the argument that a 
service division’s main objective should be 
efficient heating cost to the consumer and _ 
that this automatically produced a pub 
lic relations conscious service division. 

Random quotes, “An oil company has 
far closer relations with its mechanics than 


a public utility can. We ought to be able 
to produce better mechanics and better 
service.” “The slogan in our sales depart- 
ment is DON’T LOSE AN OIL ACCOUNT.” 


Question 8. A PUBLIC UTILITY LIKE A 
GAS COMPANY IS A REGULATED MONOPOLY. 
THEY ESTABLISH A BURNER SERVICE DI- 
VISION THAT OPERATES AT LOW COST WITH 
HIGH EFFICIENCY. DO YOU BELIEVE THAT 
OIL MARKETERS IN YOUR MARKET CAN 
MEET THAT TYPE OF SERVICE COMPETI- 
TION? HOW? 

By accepting our responsibility for 
automatic heating we can meet this com- 
petition in any market. Careful cost stud- 
ies will reveal ways and means of produc- 
ing 70° of heat in a customer’s home so 
efficiently through oil heat, that gas will 
make slow progress. This has been demon- 
strated in Baltimore. It can be done in 
other markets. 


Question 9. HAS THERE BEEN AN IN- 
CREASE OR A DECREASE IN THE NUMBER 
OF CUSTOMERS DURING THE WAR YEARS 
WHO BUY AUTOMATIC HEAT RATHER THAN 
MERELY OIL? 


No very strong opinions. Four meetings 
believed that the war experience had made 
people more conscious of automatic heat, 
one meeting believed the reverse was true, 
and one could see little change. 


There was complete agreement that 
now was the time to drive hard on the 
idea of “automatic heat” or “home com- 
fort” and get the phrase “oilburner ser- 
vice” out of our vocabulary so far as the 
public is concerned. 


Question 10, FROM THE STANDPOINT OF 
PUBLIC POLICY AND INDUSTRY DEVELOP- 
MENT, WHICH TYPE OF BUSINESS ORGAN- 
IZATION CAN PROVIDE THE MOST EFFI 
CIENT SERVICE: 


(a) 


(b) 
(c) 
(d) 


Oil company operated service de- 
partments. 

Neighborhood heating contractors. 
Sub-contractors to oil companies. 
Specialized service organizations 
doing work for many oil compa- 
nies. 


Fully 95% voted for (a), oil company 
service departments. This might have been 
expected since in all the meetings not 
more than two or three men were not in 
the oil business. The strongest reason for 
this opinion was that the oil company, in 
rendering burner service, establishes a 
single responsibility for heating satisfac- 
tion, and that he cannot afford to take an 
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unfair advantage of .a customer in service 
dealings, for that would jeopardize an oil 
account, which is the more desirable part 
of the business. 

A few men voted for (d), the special- 
ized service organization taking care of 
several oil companies. The obvious reason 
here was the desire to get away from the 
responsibility and perhaps financial loss 
sometimes found in service departments. 
A secondary reason was that the special- 
ized organization, because of its large vol- 
ume of service business, can afford to hire 
more expensive talent than can the in- 
dividual service department, for example, 
a combustion engineer who would advise 
on the occasional trouble jobs that baffle 
most oil burner mechanics. 

The objection to the specialized organ- 
ization is that it has many temptations to 
overcharge customers and sell parts that 
are not needed. An opinion was expressed 
that such organizations are usually detri- 
mental to the industry’s public relations 
unless they can be set up on a non-profit 
basis, with the manager well paid and 
trustworthy, to operate on behalf of a 
group of oil companies. Exceptions to this 
general theory were noted in that some 
central service organizations do not gouge 
customers. Such companies do, however, 
as a rule charge the public more than the 
service departments of the larger oil com- 
panies, $20 to $25 for annual service, 
without parts, being common. 

Opinions on classification (b), neigh- 
borhood heating contractors, were gen- 
erally along the line that this operator is 
normally ‘too:small to be able to afford a 
good service’“department. There was a 
feeling that he is responsible for a large 





share of the incompetent service: being 
rendered, because of his lack of specializa- 
tion on oilfiring. Question (c) the sub- 
contractor to one company, was frowned 
on because in the past these had so often 
proven to be fly-by-night arrangements. 
After a few months the oil company 
usually discovered mistreatment of cus- 
tomers, not so much incompetence as in 
the case of the heating contractor, but 
rather dishonesty through unwarranted 
charges. 

It was generally agreed that when the 
oil company has its own service depart- 
ment this can be an adjunct to building 
good will, through the more frequent op- 
portunities to plant the company name 
and methods in the customers’ minds. 


Branded Fuel Oil 


This proved to be a much more emo- 
tional subject than oil burner service, as 
was to be expected. Because of the more 
sensitive presentation of argument it is 
much more difficult to report clear-cut 
opinions from the Round Tables. 

All meetings were of the opinion (a 
few individual members excepted) : 

1. Branded product would not be a de- 
sirable addition in the case of a well es- 
tablished fuel oil distributor. 

2. Branding of a new distributor or a 
small distributor was of definite value to 
him, since it cloaked with respectability an 
operation that either had yet to win ac- 
ceptance or had none too good a reputa- 
tion for good marketing practice. 

3. Unless caution was used in the pro- 
motion of brands and in their application 
to small operators, the brand would 
suffer. 
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4. The inability to sell branded oil to 
large well-established operators and the 
consequent forced indiscriminate selec- 
tion of small operators to carry the brand, 
can result in the development of competi- 
tion harmful to the industry in any mitr- 
ket. 

5. All meetings emphasized the in- 
creased consumer buying of automatic 
heat, and the growing importance of cil- 
burner service. The brand, if applied to 
fueloil only, will mean little to the average 
consumer. 


Discussion On Brands 


Question A. IS THE ESTABLISHMENT OF 
NATIONAL BRANDS OF FUEL OIL DETRI- 
MENTAL TO THE BEST INTERESTS OF THE 
INDEPENDENT DISTRIBUTOR? 

Answers to this question brought out 
rather sharply the inherent differences be- 
tween fueloil markets and again showed 
that we do not have a homogeneous, or 
horizontal, national market in the oilheat- 
ing industry, but rather a number of ver- 
tical industries, by individual cities. To 
illustrate, in one market the men attend- 
ing the discussion voted unanimously that 
national branding would not work against 
the independent, while another group 
voted unanimously that it would. In the 
other meetings, opinions were split, with 
the overall consensus leaning in the direc- 
tion of the belief that independents would 
be hurt. 

Interestingly, there- existed in each 
meeting, on the part of at least one or two 
men, definite distrust of the motives of 
the refiners in planning to brand fueloil. 
These people took the position that majors 
have been unable to build any substantial 
amount of direct business and think that 
brand building would eventually let them 
control the market. These men feel that 
the majors grossly mistreated gasoline job- 
bers in the East some years ago, virtually 
driving them out of business after estab 
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lishing brand acceptance, that the majors 
leased station was the outgrowth of this 
policy. The large majority of men, how 
ever, displayed no distrust of motives @ nd 


discussed the whole brand topic objec’ 
tively. 

It was recognized that the small ince 
pendent has more to gain by tying to @ 


major’s brand than has a large company, 
principally because the big company name 
can partly overcome the weakness 0! the 
small dealer's name. Strong obj: 


ction, 
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however, was raised in several of the meet- 
ings over the type of dealer being given 
the brand. Some complained that little, or 
at least inadequate, investigating had been 
done of the dealer’s integrity or his com- 
mon sense in business matters, that this 
small dealer often engaged in practices 
destructive to the industry’s consumer re- 
lations, for it was rarely possible to get the 
small one-or-two truck operator to think 
in terms of automatic heating. Instead, he 
sold fueloil as a commodity only, and let 
nature take its course. 

One large operator in one of the meet- 
ings told of firing a fueloil truck driver 
after finding him cheating the customers 
repeatedly. The man bought a second- 
hand truck, tied to a brand, got his truck 
painted free and is now respectable, but 
is expected to continue cheating custom- 
ers, in the opinion of the man who fired 
him. 

Whether or not a wedding ring will 
cure marketers, who have been in times 
past destructive competitors, of habitual 
shortcomings, is a moot question. If the 
average cure is high, fueloil marketing 
will gain in respectability. The ever pres- 
ent industry curse of “gallonage,” how- 
ever, would tend to soften the pressure on 
the marketer to eradicate his spots, and 
past experience indicates that the brand 
wedding ring will make little change in 
such marketers.. Many felt that present 
branding of small operators was bound to 
result in added difficulties in many mar- 
kets. 


Free Truck Painting 


Several bulk plant operators com- 
plained about majors painting trucks free 
for the small dealers who carry their 
brands, calling it “‘chiseling.” Actually, as 
another bulk operator pointed out, it is 
sales expense and there’s nothing dis- 
honorable about it if the company can 
afford it, and if it is not done for the de- 
liberate purpose of injuring competition. 
“Chiseling,” should not be associated with 
larceny, but simply means that the’ com- 
pany so accused is doing something that 
the accuser doesn’t want to do. Most often 
the one who cries “‘chiseler” has repeated- 
ly been called that by most of his competi- 
tors. 

One independent primary supplier sug- 
gested that were his company, or any 
other in his category, inclined to make an 
allowance in points per gallon in lieu of 


truck painting and repair, advertising to 
establish brand, etc., said company would 
be labelled immediately as a price cutter. 
The point is that a number feel that 
branding, as it is being conducted, seems 
a competitive weapon fully as much as an 
attempt to establish brand consciousness. 

Among those who favor the establish- 
ment of national brands, or see merit in 
the idea, many believe it would help to 
“raise the level of the industry from the 
gutter.” It is generally recognized that 
while independent fueloil distributors 
have built the business, and can handle it, 
as a rule, better than majors because of 
their day-to-day flexibility, many of them 
operate with a very short-range viewpoint 
of getting all that the traffic will bear now, 
rather than building longer-range good 
will for oilheating. It was pointed out that 
this becomes more important as we com- 
pete with gas, which has one central util- 
ity in a city. 


Advertising Benefits 


Some felt, therefore, that the establish- 
ing of national brands would be beneficial 
to independents, for the necessary adver- 
tising to build the brand would help oil- 
heating all down the line, particularly in 
strong gas areas. 

The point was also raised that more and 
more customers for fueloil are coming 
from the lower income brackets where 
price of the product becomes an increas- 
ingly important factor. If branding tends 
to add to the cost of fueloil, the huge mar- 
ket in the lower income bracket may be 
jeopardized. 

Question B. ESTABLISHED INDEPEND- 
ENT FUEL OIL MARKETERS HAVE BUILT A 
GOOD WILL THAT IS A VALUABLE ASSET, 
USING THEIR OWN NAME. WILL THE MAR- 
KETING OF A NATIONAL BRAND OF FUEL 
OIL BY SUCH A MARKETER TEND TO ADD 
TO OR DETRACT FROM HIS GOOD WILL AS- 
SET? 

In all meetings strong representations 
were made by the large well-established 
independent operators to the effect that 
in taking on a branded product they would 
be trading themselves out of position. The 
good will that they have established over 
the years was a valuable asset, their own 
name was a brand, covering automatic 
heat, and the addition of a branded fuel- 
oil would add nothing to their operation 
but confusion in the minds of their cus- 
tomers. 





Tt is important to recall that the men.in 
these meetings were industry leaders, and 
that while they were representative of the 
larger volume in any market, they were 
not representative in terms of all dealers. 

Advertising of brands, in the opinion of 
some, will tend to make people more con- 
scious of the product, fueloil, rather than 
carefree, automatic oil heating. These men 
feel that their customers look to them for 
satisfaction, rather than to the fuel that 
brings the satisfaction with their heating, 
and that peoples’ minds should be focused 
on 70° rather than on a fuel. 

A significant point in these meetings 
was that the few large, strong companies 
that have adopted the brands of their 
suppliers are the kind of companies that 
have always sold undivided responsibility 
for heating satisfaction, rather than sell- 
ing a fuel, so they obviously do not feel 
that the major’s brand disturbs this rela- 
tionship. , 

Random thoughts expressed against 
branding were, “The money planned to 
promote brands should be saved to give 
customers more service.” “It’s hard to es- 
tablish a brand preference for a product 
that the customer never sees.” “With na- 
tional advertising of brands there’s a ten- 
dency to spread out into thin or marginal 
areas to take care of people who ask to 
buy, thus destroying the economies of 
concentration.” 


Taps Talent Reservoir 


Favorable to branding were these 
thoughts, “The wedding ring ties the 
small businessman to a reservoir of talent 
that can help various phases of his opera- 
tion. This is particularly worth noting in 
a postwar era wherein marketing is to be 
treated much more directly than prewar, 
to dispose of the product of our enlarged 
productive capacity in all lines.” “There 
would be reason to expect more liberal 
credit, or stockpiling, arrangements over 
the long pull.” “Trucks are painted free 
by the supplier, in order that he may get 
suitable display for his trade name,” 
“would get research and marketing help.” 

Question C. IF SOME GOOD WILL IS LOST 
BY BRANDING, WOULD THERE BE COM- 
PENSATING FACTORS? 

Answered under Question B. 

Question D. IF A DISTRIBUTOR MARKETS 
A NATIONALLY KNOWN BRAND FOR A 
YEAR OR MORE COULD HE CHANGE TO AN- 
OTHER NATIONAL BRAND OR REVERT TO 
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AN UNBRANDED PRODUCT WITHOUT IN- 
CURRING APPRECIABLE LOSS OF BUSINESS? 


About three-fourths voted “yes” on this 
one, but there were a number of qualifica- 
tions. Obviously, the strength of the re- 
spective brands would have much to do 
with it. There are perhaps a dozen com- 
panies in the industry whose own brands 
in their markets are decidedly stronger 
than any major. Again, different majors 
have unequal brand acceptance. 

Experience by those who have featured 
a major brand and then shifted to another 
has shown no appreciable loss of business, 
again demonstrating that consumers think 
of oilheating more as a service than a 
product, and look for satisfaction to in 
dividual persons rather than things. One 
dealer who is also strong in selling coal 
explained that for 28 years he featured a 
national brand of coal, and when this was 
taken away from him last season his an- 
noyance was unlimited, but his sales ton- 
nage did not shrink. 

Question E. DO YOU BELIEVE THAT HAV- 
ING INDEPENDENT DISTRIBUTORS ADOPT 
THE BRAND IDENTIFICATION OF THEIR 
SUPPLIER, EITHER MAJOR OR LARGE 
WHOLESALER, WOULD GIVE THESE SUP- 
PLIERS THE STABILITY AND SECURITY THEY 
NEED IN A MARKET, ASSUMING THEY 
WITHDREW FROM DIRECT SALES? 

This was the key question, for how- 
ever they read it, most of the men thought 
of it as considering an offer to majors to 
tie to their brands if they would stop di- 


44 


rect sales. In one meeting the vote was 
100% favorable to this bargain, in an- 
other 100% opposed. All together, the 
vote would indicate doubt that the sup- 
pliers would be as secure after dropping 
direct sales, and unwillingness to trade 
their independence for a brand even 
though all direct sales by majors were 
stopped. Again, recall that these men were 
heads of large independent companies, not 
small or average sized ones. 

The thought was expressed that majors 
know that they will probably be forced 
out of direct marketing sooner or later, in 
the interest of the small business protec- 
tive movement, and hope through brand- 
ing to solidify their positions in each mar- 
ket before that happens. A substantial 
majority think that majors should stay in 
direct marketing of distillate fuels. No 
one expects their percentage of the total 
to grow, for “they can’t merchandise oil 
heat, anyway,” and they help stabilize 
prices and help put a floor under unde- 
sirable practices. 

One independent primary supplier felt 
that the argument that branding of fuel- 
oil had become necessary in order to per- 
mit the integrated supplier to hold posi- 
tion in the various market where they 
operated, when and if direct sales had to 
be abandoned, an insincere argument. 

His contention was that no integrated 
company possessed more than a fraction 
of the percentage, estimated at 20%-25%, 
held by the integrated companies as direct 
business. It hardly seemed credible that 
all of the expenses incident to the estab- 
lishment of a brand would be incurred 
to hold so small a fraction of the demand 
in any market, he felt. 


Help Wholesale Position 


In reply it was pointed out that brand 
consciousness, once established with the 
public, would in addition prepare the way 
for increased selling at wholesale to job- 
ber accounts. 

While some were inclined to discount 
all fueloil brands because the oil heating 
public is not now brand conscious, others 
made it plain that we cannot count on a 
continuance of that situation. In recent 
market studies, 25% of fueloil consumers 
say that they believe a particular brand is 
better than all others (usually the one 
they were using), while gasoline con- 
sumers to the extent of 56% swear by a 
brand for that product. Advertising and 
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other promotional expenditures per gal- 
lon of gasoline have been many times that 
spent per gallon of fueloil. This will not 
be so in the future to the same degree. 


General Conclusions 


1. The Round Table method of dis 
cussing such important subjects proved to 
be quite as educational for those partici- 
pating as it was for the two “observers.” 
Many comments were received from par- 
ticipants following meetings that the 
round table attended was a “swell meet- 
ing.” It suggests that such gatherings 
might be far more profitable to fueloil men 
everywhere than meetings where a formal 
speech-making program is the usual pro- 
cedure. Certainly more “round tables” 
are in order on many subjects. 

2. Some very definite consumer re- 
search is indicated. 

A. Consumer reactions on kind of 
“service” desired, preventive and mainte- 
nance and extent of each. 

B. Consumer reactions on method of 
charging for service. 

C. Consumer reaction to 100% ser- 
vice tie-in with oil contracts in order to 

(Continued on page 128) 
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Commercial Oilburner Capacity 


Heating Equipment Ratings Have to be Understood 


by 


Kalman Steiner* 


4. THE OILBURNER DEALER generally 
falls the important responsibility of se- 
lecting the proper size of oilburner and of 
designing the correct firebox. Many fac- 
tors enter into consideration of these as- 
pects of an installation, among them being 
load, boiler rating, overload capacity, rate 
of heat release, local ordinances. The 
dealer should also be familiar with the ma- 
terials used in firebox construction and the 
general subject of boiler settings. 


Any discussion of capacity and load, as 
applied to fuels and their utilization, in- 
volves concepts of units of measurement, 
and the use of heat units in this industry 
has not been standardized, leading to 
much confusion as to the meanings of 
common terms. Thus the dealer encoun- 
ters such expressions as square foot of 
radiation, boiler horsepower, British ther- 
mal unit (Btu) used indiscriminately and 
interchangeably but without rigid termi- 
nology. It will be well at the outset, there- 
fore, to define the terms in which capacity 
is expressed. 

The basic unit of all heat engineering is 
the Btu, which is a very small quantity of 
heat—the amount that will raise the tem- 
perature of a pound of water one degree 
F. The symbol Mb has been devised to 
signify 1000 Btu. The Btu is a precise 
unit, and the fundamental concept to 
which all other expressions of capacity or 
heat quantity must be reduced. Time is 
also a factor in determining capacity, since 
capacity implies an amount of heat made 
available in a given time. The hour serves 
a a convenient unit of time. Mbh is a sym- 
bol signifying 1000 Btu per hr. 

Two widely used terms of capacity are 
the square foot of equivalent direct radia- 
tion (sq. ft. EDR) and the boiler horse- 
Power (bhp). Each may be defined in 
terms of the fundamental heat unit and 
the fundamental time unit. One sq. ft. 


a 


*C. Hoffberger Company, Baltimore. 


EDR is an output of 240 Btu per hr., and 
one bhp. is an output of 34,475 Btu per 
hr. It is perhaps unfortunate that these 
two expressions have such widespread use 
in the industry, as their original signifi- 


‘ cance has been lost through technological 


changes. 


The fuel gas industry uses the word 
therm to signify 100,000 Btu. This is an 
expression of heat quantity only; there is 
no time factor, and so to convey an idea 
of capacity it would be necessary to state 
therms per hour. 


Origin of the Square Foot 


As originally devised in the early years 
of the heating industry, a square foot of 
radiation was intended to imply that ac- 
tual amount of surface of a radiator. But 
today radiators are made in so many di- 
verse forms and shapes and operate at so 
many different temperatures, that no pre- 
cise meaning attaches to the actual surface 
of a radiator. And so it has become neces- 
sary to define the equivalent of what a 
square foot of radiation should be under 
ideal conditions: the surface that will emit 
or transfer 240 Btu per hr. from a surface 
temperature of 215° F. to surrounding 
air at 70°. Each manufacturer of radia- 
tion or other heating apparatus reduces 
the ratings of his equipment to the equiva- 
lent of such standardized surface, and the 
quantity is expressed as equivalent direct 
radiation (EDR). It should be understood 
that sq. ft. EDR is a hypothetical unit; no 
radiator will contain the actual amount 
of surface numerically equal to its EDR 
rating. And few radiators operate at pre- 
cisely the conditions imposed. Ordinary 
cast iron radiation can be used for one- 
pipe steam heating, vacuum, vapor, ther- 
mal circulation hot-water, and forced cir- 
culation hot-water heating, representing 
a range of temperature of perhaps from 
140° to 240°. There are also radiators 
and unit heaters designed for operation 
with high-pressure steam, with even high- 
er temperatures. 


During the early years of hot-water 





fieloil 
é off heat 


heating, employing thermal circulation of 
the heating medium and vented expansion 
tanks, water temperatures did not exceed 
180°, and heat emission was figured at 
150 Btu per sq. ft. per hr. But modern 
hot-water systems are closed, operating 
under pressure, with pumps to circulate 
water, and heat emission rates approach 
those for steam. 

It should be understood that the values 
for surface given in tables for various 
heights and widths of cast-iron radiation 
are not values of actual surface, but of 
equivalent surface, expressed as sq. ft. 
EDR. These values have been determined 
in laboratories by measuring the heat out- 
put of the radiator section under the 
standard conditions of 215° metal tem- 
perature and 70° room temperature, the 
observed heat output in Btu’s per hr. be- 
ing then divided by 240 to obtain the cor- 
responding sq. ft. EDR. 


Horsepower Explained 


The expression boiler horsepower is 
even more obsolescent than the sq. ft. of 
radiation, and much more confusing. 
While the latter has been defined in a 
manner that clearly establishes its value 
both as to load and boiler capacity, the 
bhp. is defined only as to load and not as 
to boiler rating. The sole definition of the 
term is the evaporation (or condensation) 
of 34.5 lb. water per hr., the temperatures 
of both steam and water being 212.° This 
is the equivalent of 34,475 Btu per hr. 
Unfortunately, few boilers generate steam 
at atmospheric pressure (zero gage pres- 
sure), and still fewer loads condense 
steam from a supply maintained at atmos- 
pheric pressure. It is therefore necessary 
to calculate from data obtained at prevail- 
ing conditions, the equivalent perform- 
ance at the standard conditions. 

The bhp. is also used as a unit of boiler 
rating, but historically the background is 
quite different. Originally, engineers as- 
signed a rating to a boiler on the basis of 
the amount of heating surface it con- 
tained. Heating surface is defined as shell 
or tube surface with water on one side 
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I-B-R Chart giving allowable net loads for boilers having gross 
outputs up to 1,250,000 Btu per hour. 


and exposed to combustion gases on the 
other side. In the rating of conventional 
steel boilers, 10 sq. ft. of heating surface 
constitutes one bhp. capacity. 

It is of course traditional to state the 
heating value of fuels in Btu per unit of 
weight or volume. It will best serve the 
purposes of this discussion to speak of 
Btu per gallon of fueloil. Since this dis- 
cussion is devoted to industrial oilburners, 
which usually burn either No. 5 or No. 6 
fueloil, it will be well to establish an aver- 
age value that will cover either fuel. The 
heating value of fueloil depends princi- 
pally upon the specific gravity, or in other 
words, upon the weight per gallon. For 
No. 5, an average value is 148,000 Btu 
per gal., for No. 6, 152,000. A good value 
to cover both, therefore, would be 150,- 
000 Btu per gal., which value will be 
used here. For estimating required burner 
capacity for a given application, it is cus- 
tomary to assume 70 per cent overall efh- 
ciency, which would yield 105,000 Btu 
available per gallon of fuel burned. Di- 
viding that figure by 240 gives a quotient 
of 438 sq. ft. EDR equal to a gallon of 
fuel per hour. Since capacities are gen- 
erally dealt with in round numbers, a 
ratio of 400 sq. ft. EDR per gal. per hr. 
usually is allowed, with even safer results 
in estimating required capacity. In terms 
of boiler horsepower, again dividing the 
net heat available per gallon of fuel, 105,- 
000 Btu, by 34,475, a ratio of 3 bhp. per 
gal. fuel per hr. is established. Stated con- 
versely, an output or load of 1 bhp. re- 
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quires the combustion of 1/3 gal. per hr. 
It should be remembered that these ratios 
are to be used only as a basis of estimating 
required burner capacities—actual per- 
formance efficiency is quite another mat- 
ter, which must be separately considered 
for each installation. 

The subject of boiler ratings cannot be 
stated as concisely as might be desired, 
despite the heat relationships thus far dis- 
cussed here. Rather, the subject is compli- 
cated by a great deal of confusing data 
and conflicting practice. For the putpose 
of considering rating principles, it will be 
necessary to classify boilers under at least 
four headings: cast-iron boilers, low-pres- 
sure steel boilers, high-pressure steel boil- 
ers, and high-pressure boiler-burner com- 
binations. 


Cast Iron Ratings 


There still exists much uncertainty as to 
what is meant by the rating of a cast-iron 
boiler. Old timers in oilheating recall that 
the first published ratings by manufactur- 
ers of these boilers were so-called “‘com- 
mercial ratings” and that by dividing the 
published rating in half one arrived at the 
net load rating. The other half was allow- 
ance for starting, pickup, piping loss, etc. 
Of course such data were based on hand 
firing, which presupposed a certain time 
interval between refuelings. More recent- 
ly, some manufacturers publish ratings 
conforming to the code of the Institute of 
Boiler and Radiator Manufacturers, desig- 
nated IBR ratings. These ratings are based 


I-B-R Chart giving allowable net loads for gross boiler outputs 
up to 3,200,000 Btu per hour. 


on actual laboratory test under rigid con- 
ditions as to performance, and are net 
load ratings, meaning the amount of ac- 
tual connected radiation that can be car- 
ried on the boiler without having to make 
allowance for piping and pickup. As yet, 
IBR ratings have not been issued on all 
sizes of boilers made by the member manu- 
facturers, and all manufacturers of cast- 
iron boilers are not members. Hence other 
ratings will be found in catalogs, other 
than IBR, which may ‘be either net or 
gross ratings, requiring that one be on the 
alert as to just what the published rating 
means. 

Most ratings of steel heating boilers 
will be listed in accordance with the code 
of the Steel Boiler Institute and desig- 
nated SBI ratings, or, as the organization 
was formerly called, Steel Heating Boiler 
Institute ratings (SHBI). This code is 
based on gross boiler output, in sq. ft. 
EDR, and allows 14 sq. ft. radiation gross 
for each square foot of boiler heating sur- 
face if the boiler is hand fired, or 17 if me- 
chanically fired. It will be noted that this 
code derives from the conventional prac- 
tice mentioned above of allowing a bp. 
of capacity for each 10 sq. ft. heating svr- 
face (14 x 240 — 3360 Btu per sq. 't. 
boiler heating surface; multiplying 2¢.in 
by 10 gives approximately the 33,47° Bru 
per hr. that constitutes 1 bhp.). 

Manufacturers of conventional types of 
high-pressure steel boiler still adhere to 
the traditional, allowing 1 bhp. for ech 
10 sq. ft. of boiler heating surface. !:: «ce 
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cent years, makers of certain types of com- 
bination boiler-burner units, generally in- 
cluding means of mechanical draft also, 
have rated their boilers on the basis of out- 
put as determined by test. Since most steel 


| boilers can be developed to twice the out- 


put represented by the traditional 1 bhp. 
for 10 sq. ft. heating surface, these too 
could be rated, on the basis of maximum 
attainable output, at twice the usual rat- 


ing. 


To summarize: 
CaAsT IRON BOILERS 


Some catalog ratings, designated 
IBR, indicate from actual test the 
net connected load that the boiler 
can carry, allowance having been 
made for pickup and piping loss. 
Ratings expressed as sq. ft. EDR. 
Usually, catalog also shows recom- 
mended burner firing capacity. 
Other catalog ratings, not coded, 
give the manufacturer’s rating on 
either a gross boiler output basis, or 
net connected load basis, in sq. ft. 


EDR. 


STEEL BOILER, Low-PRESSURE 


Most ratings conform to SBI code, 
on gross output basis, giving both a 
hand-fired and a mechanical fired 
rating, in sq. ft. EDR. 
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Net Load Recommendation 
Net load factors of Heating, Piping Con- 
tractors for heating boilers. Factors for 
4000 sq. ft. EDR apply to larger boilers. 


STEEL BoILER, HIGH-PRESSURE 


Most ratings are on basis of 1 bhp. 
for each 10 sq. ft. heating surface, 
gross output..To convert bhp. to sq. 
ft. EDR, multiply by 140. 


In making his survey of a prospect’s 
plant, the dealer should investigate the 
past performance of. the heating system. 
Should there be no indication that the 
boiler is inadequate, or overloaded, and 
if no future load additions are contem- 
plated, then the dealer has only to ascer- 
tain the boiler rating and design his oil- 
burner installation accordingly. This is 
the situation that should prevail in the 
great majority of cases: the dealer finds 
an existing building, a satisfactory reco- 
ord of heating performance, and no future 
increase of load probable. Now the im- 
portant step is deciding upon the required 
burner size. If the gross rating of the 
boiler is known, choose a burner having 
at least 50 per cent additional capacity 
above the hand-fired rating. For instance, 
should it be a low-pressure steel boiler 
having a hand-fired catalog rating (SBI) 
of 10,000 sq. ft. EDR, the mechanical- 
fired rating will be 12,150 sq. ft. Choose 
a burner having a capacity of 15,000 sq. 
ft. EDR. Or again, if it is a cast-iron 
boiler having a net IBR rating of 5,000 
sq. ft., consult the manufacturer’s catalog 
for the corresponding gross output, which 
will be found to be 1,600,000 Btu for that 
size boiler. Dividing by 240 gives a gross 
boiler output of 6666 sq. ft. EDR. Hence 
the burner to use is one having a capacity 
of about 10,000 sq. ft. 


The next case to consider is where there 
has been difficulty in carrying load with 
an existing boiler, or where there are two 
or more boilers and it is desired to carry 
load with the minimum number of boil- 
ers. Frequently, boilers can be developed 
to outputs in excess of those formerly pro- 
duced by hand firing. With low-pressure 
steel boilers, if there is ample draft avail- 
able and if adequate combustion volume 
is provided, overloads as high as 200 per 
cent of the hand-fired rating can be at- 
tained. Thus in many cases a single-boiler 
installation has been enabled, through a 
properly engineered industrial oilburner 
installation, to develop sufficient output 
to obviate need for additional boilers. 


It is not uncommon to arrange a high- 
pressure installation for oilfiring to 200 
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per cent of the conventional bhp. rating. 
Here.again, draft and combustion volume 
are the controlling factors. 

From what has thus far been said about 
boiler ratings and output, it should. be 
obvious that the oilburner dealer can and 
should base his selection of burner size 
upon the boiler rating and the desired 
percentage of rating to be developed. In 
every case, once the maximum boiler out- 
put has been determined upon, the burner 
selected to do the job should have a ca- 
pacity at least 50 per cent greater. This- 
margin is good insurance against the many 
variables that affect operation: draft, soot 
and scale in the boiler, sudden peak loads, 
etc. 

The proper size of oilburner having 
been decided upon, the next step is to 
consider the boiler setting, combustion 
volume, and firebox design. These matters 
will be discussed in the following article 
of this series. 


© 


Bids for “Inch” Lines 
Have Been Rejected 


ALL BIDS RECEIVED to date for the pur- 
chase of the “Big Inch” and “Little Inch” 
pipelines from Texas to the East Coast 
have been rejected by War Assets Admin- 
istrator Robert M. Littlejohn, because the 
offers did not guarantee “a fair price” to 
the government. Bids from 16 corpora- 
tions were opened the first of August. 

The amount of the bids was not re- 
vealed, but it is known that the lines, built 
during the war at a cost of $143,000,000, 
have been appraised at $113,700,000 at 
present. Mr. Littlejohn believes the gov- 
ernment should get “somewhere within 
shooting range of the fair evaluation.” 

He said any contract for sale of the 
pipe lines will include clauses guarantee- 
ing that the government will retain the 
facilities in the event of a national emer- 
gency. Furthermore, no purchasers will be 
permitted to sell or operate the lines “in 
such a way as to preclude their military 
value.” 

He suggested it would make little differ- 
ence whether the lines were to be used to 
transport natural gas or petroleum from 
Texas to the East Coast. The primary con- 
sideration, he said, would be the national 
defense, plus a fair monetary return to the 
government. 


47 








Oilfiring Larger Steam Systems 


Easily- Applied Orifice Plates Often Needed for Smooth Heating 


by 
J. W. Schulz 


SE orifice discs, which 
cost but a few cents apiece, can be placed 
in the radiator feed valves of typical two- 
pipe steam heating plants. The result is of 
itself an immediate improvement in heat- 
ing. In addition, however, and of great 
importance to oilheating experts, use of 
the orifice discs permits switching to dif- 
ferent oilburner firing rates and control 
cycles with the result that the heating be- 
comes steadier and smoother and the oil 
bills often are dropped by 20% to 45%. 
The discs may be necessary for proper, 
economical oilheating. 

In many cities and towns the larger, 
finer residences, schools, institutions, pub- 
lic buildings, etc. have for years usually 
been heated by two-pipe steam plants. 
These are the “show-room”’ installations 
of many oilheating equipment dealers, the 
installations which stand out and can be 
named to impress sales prospects with the 
type of work the equipment dealer does as 
his best. Usually it is more than worth- 
while for a dealer to concentrate now on 
adapting the heating plants in these build- 
ings to oilfiring, for local prestige and un- 
usually high profits for the engineering 
work involved can come of these efforts. 

Some years ago a certain heating con- 
trol expert learned the hard way that two- 
pipe steam heating plants usually do not 
work well with oilfiring until they have 
been fitted with orifices to regulate the flow 
of steam into the different radiators. Hav- 
ing an abundance of theoretical knowl- 
edgé of heating but no practical knowl- 
edge, he developed a large-building heat 
control system based on the principle of 
starting the heat from the radiators when 
the outside temperature dropped to 65° 
and keeping the radiators full of steam un- 
der pressure when the outside temperature 
dropped to the lowest point usually ex- 
pected in the particular locality. For New 
York, N. Y., where zero is the lowest tem- 
perature for which heating plants usually 
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are designed, for example, this engineer’s 
control would keep the radiators chuck- 
ful of steam under one or two pounds 
pressure on a zero day. Great fuel savings 
together with exceedingly smooth heating 
were supposed to be features of the par- 
ticular large-building heat control system. 

On testing out his controls in four or 
five large buildings, however, this engineer 
learned that well-designed steam heating 
systems usually give the buildings entirely 
too much heat when steam pressure is 
maintained on coldest days in the way he 
had dreamed of. With two pounds steam 
pressure maintained on the boilers of a 


1007 
FEET 





























DISTANCE - BOILER TO RADIATOR 














NO ORIFICES - Unequal heating 
of same-size radiators close 
to and far from the boiler. 


large building in New York, for example, 
the rooms were heated to about 85° on a 
zero day and the fuel bills were sky-hizh. 
“The buildings fitted with excellent 
steam plants seem to have about 50% to 
100% more radiation than is needed to 
heat them in coldest weather with steam 
pressure maintained steadily on the boil- 
ers,” complained the control engineer. 
To offset this, he ordered the firing rate 
of the oilburner reduced greatly in a cer- 
tain building, figuring on keeping the oil- 
burner running steadily on a zero day. 
With 8,920 sq. ft. of radiation, the two- 
pipe steam plant had been fired about 28 
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ABOVE: NO ORIFICES - When oil burner stops, only the 15 sq.ft. radiator is 100% filled with steam, 
BELOW: ORIFJCES - Proper proportional steam-filling of radiators; every radiator 25% heated when 


oil burner stops. 


gph; on a zero day the oilburner, accord- 
ing to on-off recorder tests, had operated 
about 55% to 65% of the time between 
6 A.M. and 7 P.M., the important hours 
for heating this business building. The en- 
gineer reasoned that cutting the firing rate 
from 28 to about 18 or 20 gph would per- 
mit running the oilburner practically con- 
tinuously on a zero day, gaining great 
steadiness in the heating and enormous 
fuel savings as the result of switching from 
on-off firing to practically continuous fir- 
ing for coldest days. The results were 
manifestly unsatisfactory simply because 
with the boiler generating half as much 
steam as was needed to fill the system and 
raise pressure on the boiler, the radiators 
close to the boiler room “hogged” the 
steam which was produced while the dis- 
tant radiators received little or no steam. 

“To carry out my plan of delivering 
steam continuously from the boiler on 
coldest days,” the engineer moaned, “I 
would have to cut 40% to 50% from the 
size of every radiator in the building. Then 
the steam would distribute properly to the 
different radiators with the boiler gen- 
erating steam continuously on a zero day, 
at the low rate needed to heat the build- 
ing.” 

His big objection to steam radiators 
twice oversize was that once they were 
filled with steam on a zero day the steam 
flow had to be stopped for about an hour 
to avoid overheating the building. This 
gave one-hour “off” periods for the oil- 
burner during coldest weather when he 
figured the radiators should work con- 
tinuously at maximum output. Far worse 
to his mind, on typical winter days when 
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the outside temperature was between 15° 
and 35°, the oilburner had to stay idle 
about two-thirds to three-quarters of the 
time. Firing the boiler hard enough to 
cause the system to distribute steam, prop- 
erly to the radiators in a 30-minute “on” 
period, the burner had long “off” periods 
during typical winter weather which 
caused efficiencies to be low and heating 
to be very bumpy because of the radiators 
chilling between “on” periods. 

Of course, all this refers to the more 
commonly encountered types of two-pipe 
steam heating plants, which have no vac- 
uum pumps or which have pumps usually 
set to maintain no vacuum or from five to 
ten inches of vacuum. It does not refer to 
the last word in high vacuum systems or 
to two-pipe steam plants painstakingly ar- 
ranged for proper distribution of small 
amounts of steam to the different radia- 
tors. 

To go on with the developments of this 
control engineer: When suddenly he came 
on the fact that specialties are available 
from not one but many manufacturers for 
throttling and regulating the flow of steam 
into the radiators of two-pipe steam 
plants, he had the answer to his problem. 
Certain radiator feed valves, used in two- 
pipe systems, are adjustable for maximum 
opening. They can be set easily and quick- 
ly, for example, to give only enough steam 
for a 25 sq. ft. or 50 sq. ft. or 75 sq. ft. 
radiator with one-quarter pound steam 
pressure on the boiler. The trouble is that 
in many buildings where excellent radia- 
tor feed valves of this type have been in- 
stalled in two-pipe steam plants, nobody 
has bothered to adjust them properly. 


Where a two-pipe steam system is not 
fitted with radiator valves of this type, the 
steam flow into each radiator can be gov- 
erned by installing an inexpensive orifice 
disc in the union of each radiator feed 
valve. The discs come with different size 
orifices; the proper size must be used for 
each radiator. 

This example shows the greatest bene- 
fit to oilheating experts of installing ori- 
fices where they are needed. A certain 
large home fitted with an ordinary two- 
pipe steam heating plant needed a firing 
rate of 8.0 gph, for a 3,300 sq. ft. stand- 
ing steam load, because at a lower rate the 
radiators were not heated properly during 
a usual oilburner “on” period of about 
25 minutes. As on a 20° day about 38 gal- 
lons of oil were needed to heat this home, 
obviously on such a day the oilburner ran 
a total of only five hours. For zero days, 
the burner ran a maximum of seven hours 
a day. Idle 17 hours on zero days and 
with “‘on” periods spaced by long “off” 
periods even in zero weather, the burner 
naturally gave lower efficiencies by a good 
margin than would come of steadier oper- 
ation. It was desirable to cut the gph rate 
at least in half to secure steadier opera- 
tion, but at 4.0 gph the distribution of 
steam to the radiators was intolerably 
poor; only the radiators closest to the boil- 
er room heated at all. Also, it was desir- 





Diag.3 


























Typical feed valve with orifice disc. To in- 
stall, disconnect union and spread enough 
to slip disc in place. One man can do 20 
an hour. 


able to cut the firing rate because the stack 
temperature of the boiler was excessive, 
above 1000°F. The boiler was of about 
the proper size for the heat loss of the 
house, whereas the radiators were, as often 
they are, about twice as large as would 
give excellent, smooth, economical heat- 
ing. The answer lay in installing in each 
radiator feed valve an orifice disc with an 
opening about 40% of the area which 
would be used if the radiators were of the 
proper size instead of greatly oversize. 
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This gave precisely the same results as 
could have been obtained by reducing the 
size of every radiator in the house, excel- 
lent distribution of the steam to the radia- 
tors at a firing rate as low as 3.0 gph in- 
stead of 8.0 gph. The reason 3.0 gph was 
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Front and side views of typical discs. Up- 
per disc is for particular make of feed 
valve. Lower disc, clamped in any union 
will fit many makes of valves. 





used instead of the 4.0 gph mentioned 
earlier is that with the steadier firing more 
heat was obtained from the boiler at 3.0 
gph than the most optimistic reasoning 
had led to be expected from 4.0 gph. The 
stack temperature was sliced considerably. 
The radiator traps stayed cool, eliminating 
troubles of steam in the return system 
which had been experienced earlier be- 
cause of live steam flowing through defec- 
tive traps. 

To obtain orifice discs and information 
regarding their proper application, an oil- 
burner dealer should first write to the 
manufacturer of the radiator feed valves 
for which the orifice discs are needed. 
Should that fail to provide him with what 
he needs, he should write to several of the 
well-known manufacturers of specialties 
for two-pipe steam heating plants. Invari- 
ably this obtains orifice discs which will 
fit the particular radiator feed valves. 


Experience in applying the orifice discs 
and studies made with on-off recorders 
and room temperature recorders are the 
best teachers regarding the finer points of 
using the orifice plates. Using his best 
judgment in a building which has radia- 
tors entirely oversize, a dealer may decide 
to multiply the size of each radiator by 
35%, 50%, or 65%, for example, then in- 
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stall an orifice disc of capacity based on the 
answer. One heating engineer says he in- 
stalls orifice discs “‘on the basis of heating 
the radiators so that they deliver about 
50% or 60% of their rated output with 
one-half pound steam pressure on the boil- 
er.” When it is pointed out that the ori- 
fices sometimes make a hissing sound while 
there is a relatively high pressure drop 
across them, this engineer points out that 
usually the controls stop the oilburner be- 
fore the hissing occurs. Another heating 
expert buys orifice plates which have no 
holes in them. He has the holes drilled on 
the installations according to some secret 
schedule he has worked out for himself. 

The advantages of installing the orifice 
discs in steam plants which-need them in- 


clude all-told: 


First and most important to oilheating 





experts, where radiators are considerably 
oversize, the curse of the over-radiation 
can be removed simply in the manner 
which has been described. Often a much 
lower firing rate than previously gave 
good steam distribution can be used after 
the orificing job has been done. Equipment 
dealers who specialize in saving fuel on 
large installations by installing fireboxes, 
draft, regulators, large-building heat con- 
trols, etc. will find that before figuring 
the firing rate to be used on a renovated 
installations the possibility of using ori- 
fices and a greatly reduced rate should be 
checked. Using the lower gph rate which 
often can be used after the orifices are in- 
stalled gives higher efficiencies as a result 
of steadier firing and a greatly reduced 
stack temperature. 

Second, the use of the orifice discs gives 


proper heating of radiators close to and 
far from the boiler, in the manner indi- 
cated in Diag. 1. Especially when the ori- 
fices are exceptionally small for the size of 
the radiators and when the ends of the 
steam mains are trapped or air-vented 
properly in some way, the first steam given 
by the boiler races to the ends of the steam 
mains. 

Third, proper proportional steam-filling 
of different size radiators is obtained s 
Diag. 2 indicates. To realize the benefit of 
this, imagine that each of the three radia- 
tors in the upper part of Diag. 3 heats a 
different room, and that without orifices 
steam flows into each radiator at the same 
rate. If the room thermostat were in the 
room heated by the 15 sq. ft. radiator, the 
other two rooms would be very cold when 
the thermostat stopped the burner. With 
the room thermostat in the room heated by 
the 70 sq. ft. radiator, the room with the 
15 sq. ft. radiator would be hopelessly 
overheated. 

Fourth, switching to different size ori- 
fices permits tuning the system so that 
every room is heated to precisely the de- 
sired temperature even though every radi- 
ator is not of precisely the proper size. 
Complaints from tenants of large build: 
ings can be ended by obtaining extra heat 
from radiators undersize compared to 
other radiators in the building. Waste of 
heat caused previously by overheating 
halls and other spaces can be eliminated. 
For the first time, the owner can be told 
that every radiator in the building can be 
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made to give out exactly the amount of 

heat needed to heat every room to the tem 

perature he desires, and no more heat than 
(Continued on page 115) 
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A. P. I. on Oilheating Panel 


Annual Meeting Hears Five-Man Discourse at Marketing Session 


A: THE 26TH ANNUAL Meeting of the 
American Petroleum Institute, held No- 
vember 11-14 at Chicago’s Hotel Stevens, 
a five-man panel discussion on fueloils and 
oilheating was the principal feature of the 
Marketing Division’s group session. Five 
current industry problems were assigned 
tothe same number of men, each of whom 
read a prepared paper, after which the 
meeting was open for questions on the 
topics discussed. The five papers are re- 
produced here in full text. The questions 
and their answers, a real highspot of the 
meeting, have been omitted due to space 
limitations. They will appear in a subse- 
quent issue. 

The five man panel was composed of 
J. L. Minner, fueloil division manager, 


Shell Oil Co., Inc., New York, W. A. 
Matheson, president, Oil Heat Institute 
and head of Williams Oil-O-Matic, L. B. 
Fox, fueloil division manager, Socony- 
Vacuum Oil Co., New York, John R. 
Sherwood, vice-president and general 
manager, Sherwood Bros., Baltimore, and 
Robert Gray, FUELom & Om Heat, New 
York, who also was moderator of the ses- 
sion. Eric V. Weber, president of Eureka 
Oil Co., Cincinnati, and chairman of 
API’s Marketing Division, presided at the 
group session. 

The five topics discussed, in the order 
of their presentation, were Industry Ex- 
pansion, Industry Promotion, Fueloil 
Specifications, Gas Competition, and 
Fueloil Branding. The papers follow: 


Gray on Oilheating Expansion 


qn MEN OF THIS discussion group are 
glad that you have asked us to take part 
in your meeting, because this pretty clear- 
ly shows to the oilheating industry that 
the American Petroleum Institute is in- 
terested in its problems. This interest has 
been accelerated by the revival of your 
Marketing division, for you have had 
fueloil discussions at all three of your 
1946 meetings, the one down at Atlanta, 
then at Denver and now at Chicago. 

You can understand what this growing 





recognition means to these men on the 
platform. For many years they have be- 
lieved that one day fueloil would be 
known as a leading product in the petro- 
leum economy, not only in bulk volume, 
but also in profits and in public relations 
value. Now they see that their first love 
has been seated in the brass hat depart- 
ment. 

You also understand what is meant in 
calling distillate fuel a leading product. 
Its volume today is only a third that of 





motor fuel, but its annual rate of growth 
is much faster. In your Institute book, 
“Petroleum Facts and Figures,” you show 
that for the five years ending with 1946 
gasoline sales rose an average of 7% a 
year, while distillate fuel sales rose 17% 
a year. You will agree, I believe, that in 
five postwar years the comparative rate 
of acceleration will be even more favor- 
able to distillates . . . perhaps it is enough 
to point out that whereas only a few 
motor cars are now being built, oilburner 
installations in 1946 represent a new all- 
time peak, and will apparently reach our 
forecast of 420,000 . . . and an oilburner 
uses three times as many gallons in a year 
as a motor car. 


There is almost no limit to the rate of 
expansion in distillate sales during the 
next few years if we as an industry want 
this business and are willing to do a rea- 
sonable selling job to get it. We can get 
it on a price basis just as favorable to the 
refiner as gasoline, in most parts of the 
country. 


During the past year some of us have 
awakened to the fact that our earlier esti- 
mates of oilheating expansion, and par- 
ticularly those made by the large oil com- 
panies, are all on the low side. In general, 
your men have predicted that we will have 
in use by the end of 1950 about 3% mil- 
lion domestic burners. That’s too low, un- 
less you deliberately drag your feet. Our 
postwar estimate at the magazine, made 
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back in 1944, called for 4,600,000 burn- 
ers by the end of 1950, and we were too 
low. 

As the months pass, we’re discovering 
a lot of things that we didn’t know about 
what people want. There have been a 
number of large public opinion surveys 
on heating fuels. I've put together seven 
of these to get a composite picture. The 
seven were sponsored by American Home, 
Curtis Publishing Company, FuELom & 
Oi Heat, Philadelphia Bulletin, Small 
Homes Guide, Standard Oil Company of 
New Jersey and Timken-Silent Auto- 
matic. The last one mentioned was a large 
mail survey; the others were all inter- 
views. Three had national coverage, with 
samplings of all income, age and occupa- 
tional groups. One other covered only the 
northern half of the country; another only 
the Atlantic Seaboard and the others were 
sectional. All together, they bring a good 
national story. 


Fuel Preferences 


Of all American households, 44% 
want to heat with oil, 33% would prefer 
gas, 18% want coal and the remaining 5% 
want electricity or wood. They won’t im- 
mediately get what they want, but the 
significant thing is that they have definite 
opinions on fuel preferences. They will 
switch over as money becomes available 
for the burner, or when their old heating 
plant fails, or when they get a new home. 

It is easy to understand why people are 
deserting coal. Coal was always incon- 
venient and dirty, hard to control in mild 
weather, and now it costs about as much 
as the modern, clean fuels. Its cost will 
stay high, for labor is the controlling ele- 
ment... labor in the mine, labor in trans- 
portation, labor in the local yards and in 
delivery to the household bin . . . five times 
as much labor as is needed with oil to pro- 
vide an equivalent amount of heat. So 
while three-fourths of all basement heat- 
ing plants now burn coal, we have learned 
that less than a fifth of families want to 
burn it. 

Gas has been gaining in favor. With 
8% of homes now gas heated, a third of 
all consumers want to use it. Gas is our 
industry’s only real competition. When 
all conditions are favorable, gas is a de- 
sirable fuel, yet it has some definite limita- 
tions. It can never be considered a univer- 
sal fuel in the sense that oil is universal. 

In the manufactured gas areas, which 
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representative national picture. 


SURVEY BY 


American Home .............. 
Curtis Publishing Company .... 
Fueloil & Oil Heat ............ 
Philadelphia Bulletin .......... 
Small Homes Guide ........... 
Standard Oil Company of N. J. .. 
Timken-Silent Automatic ...... 


Average of the Seven ...... 





PEOPLE TELL WHAT THEY WANT. 


Thousands of families have told reporters in recent surveys what fuel 
they want to use. Three of the surveys were national in scope, one 
covered the entire northern half of the country, one the Atlantic Sea- 
board, and the others were more local. Combined, they present a fairly 


Want W ant Want 
Coal Gas Oil 
13% 45% 39% 
24 35 30 
13 30 57 
20 39 41 
21 28 37 
20 19 56 
17 38 45 
18 33 44 








have our greatest concentration of popu- 
lation, heating with gas costs a third to a 
half more than oilheating. 

In the natural gas regions, where the 
price is more modest, the very factors that 
make the fuel desirable also limit its 
growth. People say that they like gas be- 
cause there is no problem of fuel supply; 
it comes in a pipe. Yet the size of that 
pipe limits the quantity available to any 
street or neighborhood, with the result 
that it is sometimes difficult to keep the 
customers warm in coldest weather. 

Numerous cities this year have had to 
stop taking house heating customers, but 
they usually don’t put on the brakes until 
they have already stretched their supply 
limit. ™n the past six months utilities in 
these 18 cities have refused to take fur- 


ther gas heating loads: 
Detroit Rochester 
Grand Rapids New Haven 
Flint Syracuse 
Columbus Westchester County 
Cincinnati Suffolk County 
Albany Brooklyn 
Indianapolis Newark 
St. Louis Philadelphia 
Minneapolis Buffalo 


A Detroit newspaper clipping brought 
an amusing story some time ago... or it 
would be amusing if it were not so serious 
to the persons affected. Several hundred 
homes in the city were outfitted with gas 
furnaces this summer by neighborhood 
heating contractors, after the gas utility 
had stopped taking customers. These folks 
hadn’t heard about it. Then, in a group, 
they sued the gas company to force it to 
make the connections. At the same time, 
the gas company was petitioning the pub- 
lic service authorities for permission to 


disconnect some of its present load, realiz- 
ing that it had already gone too far. 
People are also attracted to gas because 
of its cleanliness. Naturally it’s clean. . . 
it contains only the light hydrocarbon 
fractions. It has none of the heavy ends 
to burn, such as we do have with fueloil. 
However, these light ends are highly vola- 
tile; in other words, explosive. This is a 
subject we normally avoid, and rightly so, 
but iet’s be realistic enough to recognize 
that an important number of people 
wouldn’t heat with gas at any price... 
a little more than 30%, based on what 





Eric V. Weber, chairman of API's Mar- 
keting Committee, presided at the session. 
He is president of Eureka Oil Co., Cin 
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the families told reporters in our con- 
sumer opinion survey. 

Of this group, the largest number are 
afraid of explosions. We all know that 
there are not many gas explosions, but 
when they do occur, they’re so dramatic, 
so effective, for usually there’s not much 
left but a hole in the ground. The news- 
papers print pictures of the hole and some 
of our more sensitive people are impressed. 
So we see that the two nicest things about 
gas, the constant fuel supply and the 
cleanliness, actually boomerang to con- 
siderably limit its growth. 

Oilheating is now the leader in auto- 
matic fuels, by more than two to one. At 
the start of this year there were a little 
more than 2 million domestic oilburn- 
ers in use, representing 17% of all homes 
with central heating plants. With 44% 
wanting to burn oil, we can calculate that 
an additional four million families are al- 
ready convinced that they want oilburn- 
ers... they want them when their cir- 
cumstances permit, or perhaps when we 
go and ask them to buy. 


Universal Fuel 


More than any other, oil can be looked 
on as a universal fuel. It is available every- 
where, not only in population centers, but 
in remote villages, on the farms. We have 
no pipe limitations; every fueloil truck is 
a pipeline on wheels. In one form or an- 
other, the oil industry completely blankets 
the country. There is someone who could 
sell you heating oil wherever you may 
want it. 

Fueloil is everywhere economical. A 
million Btu’s in oil cost between 55¢ and 
65¢ almost anywhere in the country. Gas 
gets down to as low as 45¢ in some South- 
western areas, but from there it ranges up 
to as high as $2 in the Carolinas and it’s 
over a dollar in most cities using the manu- 
factured variety. Coal prices also spread 
over a wide range, from around $5 to $16 
a ton, depending upon geography and 
quality. Only fueloil prices are relatively 
uniform everywhere, and more impor- 
tant, they are low enough for modest 
budgets. 

It is farthest from my desire to give you 
an impression that this potentially large 
expansion in fueloil demand is inescap- 
able, and that it will come without any 
effort on our part. Obviously, the reverse 
is true .. . we have got to put forth real 
effort because gas in many areas is hot on 
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our trail, and also because there will be a 
lot of competition from other industries 
for every consumer dollar. I think you 
will agree, however, that the prospect is 
sufficiently promising to justify exerting 
that effort. 

At the start of this paper we mentioned 
profits. Throughout the history of oilheat- 
ing, up until very recently, distillate fuel- 
oil was less profitable to the refiner than 
gasoline. This was principally because we 
competed with coal, and coal was dirt 
cheap. Coal is not now a competitor. Oil- 
heating has won that particular battle; it 
no longer needs to be subsidized. 

With the exception of some cities in the 
Midwest, where natural gas is very cheap 
and where freight costs on oil are high, it 
will never again be necessary to price dis- 
tillate fuels on a less profitable basis than 
gasoline at the refinery level; in most 


places you now have them on a parity, 
following the increases of the past year. _ 

As you come to fully recognize and ap- 
preciate this change in price policy, you 
will not again consider it necessary to 
limit fueloil output to favor gasoline de- 
mand . . . you will not hesitate to enlarge 
your refining facilities, even when the 
only need for this comes from rising fuel- 
oil volume, for your fueloil profit will be 
adequate .. . you will find yourself plan- 
ning and developing more effective mar- 
keting methods for fueloil, based on pene- 
trating analysis, for you will know you 
are dealing with a primary profit product. 

Yes, distillate fueloils offer you an in- 
teresting future, as volume builders, as 
profit and good will builders, now that 
we're planning, as an industry, to develop 
the inherent possibilities of the fueloil 
market. 


Matheson on Oilheating Promotion 


A CONSENSUS OF INDUSTRY surveys 
—taken during the war years—indicated 
that more than $900 million worth of oil 
heating equipment would go into Ameri- 
can homes by 1950. Conservative esti- 
mates—at the same time—pointed to a 
total of 41 million domestic oil heating 
installations by 1950. And this is only the 
power burner side of the picture. 

In addition, the space heating industry, 
with a present total of more than 214 mil- 
lion installations, expects to install units 
at the rate of 750,000 a year or better for 
the first five postwar years. 

More than a billion dollars worth of 
power burners and space heaters are go- 
ing to be sold by 1950. 

Each of the 414. million power burner 
installations will burn an average of 2,000 
gallons of fuel oil a year. Each space heat- 
er will burn an average of 650 gallons of 
oil a year. Counting new equipment sales, 
service, and fuel oil sales—oil heating 
will soon become a half a billion dollar a 
year business! Can anyone in the oil in- 
dustry afford to overlook it? 

At this time—with certain materials al- 
most impossible to procure—production 
can’t keep pace with the demand for oil 
heating equipment. During the first seven 
months of this year, manufacturers 
shipped 228,872 burners. Yet . . . unfilled 
orders for the same period totaled 824,- 
S57. 






When you go into a retail store, what 
infuriates you more than indifference? If 
the clerks are holding a gabfest and the 
floor walker is chiefly concerned with 
spraying his dehydrated carnation—out 
of that store you go. 

What about the hundreds of thousands 
of prospective oil heat purchasers now 
mulling about the Nation’s market places? 
Manufacturers, dealers, and the dealers’ 
retail salesmen are attentive to these pros- 
pective purchasers. But what are the re- 
finers doing to hold automatic heating 
prospects in line until sufficient oil heating 
equipment is available? Doesn’t it mean 
anything that the man who goes coal or 
gas is eliminating himself as an annual 
customer for about 2,000 gallons of fuel 
oil? 

Today, oil heat is the Champ! Oil heat 
installations outnumber either the gas 
burner or stoker total by better than 2- 
to-1. If—however—the oil and oil heating 
industries are content to sit back and ac- 
cept the little end of the new home mar- 
ket .. . then a new champ will be crowned 
...and soon. 

Official Government figures show that 
the first 607,000 homes started under the 
Wyatt program are heated—52% gas, 
27% coal...and but 21% oil! 

What can we do about it? Well... 
the first thing we can do is for the oil 
heating industry to come.up with some top 
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flight, inspired engineering and design oil 
heating equipment for the new small- 
homes market. From now on, Dynamic 
Discontent must be the order of the day 
wherever engineers are concerned with 
the continuing development of automatic 
oil heating equipment. Product develop- 
ment, designed to create oil heating equip- 
ment for the millions, is long overdue. 
Now the Veterans’ Housing Program 
brings this to a head. At present prices, 
oil heating devices are completely shut out 
from the millions of new homes planned 
under this program. And that means shut 
out from the entire small home market. 
Because Veterans’ Housing is the blue- 
print for housing Mr. and Mrs. Average 
American everywhere. 

The oil heating industry—through the 
Oil-Heat Institute—has already accepted 
the engineering challenge of the small 
home market. The Joint Oil Heating Com- 
mittee on Veterans’ Housing held its first 
meeting on June 26. And the oil heating 
industry, by the way, was the first to for- 
mulate a joint industry activity. 

If we do the right kind of an oil heating 
job—together—there can be 6,000,000 oil 
heating installations at the end of the first 
five postwar years, instead of the 5,000,- 
000 originally estimated. 

What we know about oil and oil heat- 
ing is not half so important, in reaching 
our objectives, as what the public thinks 
about oil and oil heating. Public opinion 
must be influenced. 

Can public opinion be influenced? Let 
me cite an example brought out in last 
year’s coast-to-coast survey by FUELOIL & 
Om HeEaT magazine: (quote) “The most 
significant observation among midwest 
cities is the high regard for coal, both 


hand-fired and stoker-fired, in the two 
Chicago suburbs, Evanston and Cicero. 
Combining the two, 37% want coal in 
one form or the other, against a midwest 
average of 22% and a national average of 
13%. One of the best markets for oil heat- 
ing in earliest years, less than 28% of the 
families interviewed in the two suburbs 
think oil the best fuel, and three-fourths 
of these are already using it. The Chicago 
Coal Merchants Association has done an 
outstanding promotional job for a number 
of years. Evidence that this has been ef- 
fective is seen in the answers people give 
as to why they prefer coal; they display 
much the same reasoning that the Associa- 
tion has put forth in its advertising.” (end 
quote) 

Coal as a fuel is being glorified in asso- 
ciation advertising. Gas as a fuel is being 
glorified in association advertising. But 
what about oil? 

Mr. and Mrs. John Q. Public think of 
the fuel first. That’s simple logic. For in- 
stance, it is the very nature of coal—the 
fuel—that has lost so much ground for the 
stoker. And yet .. . in spite of the fact 
that the stoker has lost and is losing 
ground, the objective has never been lost 
sight of : “Keep ‘em burning coal!” 

As Dr. Samuel Johnson, the noted 
English writer put it: “It is not sufficiently 
considered that men require more often to 
be reminded than to be informed.” 

Isn’t it merely good business to set oil 
prices with a view to permitting an asso- 
ciation program that sells the advantages 
of oil asa fuel? 

Dropping the price of fuel oil 1¢ per 
gallon, for instance, would not auto- 
matically make every automatic heating 
prospect an oil heat prospect. Isn’t it logi- 


cal, then, to assume that a 1¢ per gallon 
increase does not lose even a segment of 
the oil heating market? 

The oil burner is a specialty selling 
item. The very things that make it a spe- 
cialty, make it something the prospective 
purchaser can get along without. As a re- 
sult, the oil burner salesman must first of 
all overcome a marked amount of inertia 
in the mind of the prospective purchaser. 
Until price becomes ‘prohibitive, price is 
not a major part of that inertia. There is 
a long price plateau in which price can 
rise or fall without marked effect on sales. 
The prohibitive price level is obvious. Al! 
of us will agree, I am sure, that an in- 
crease of 5¢ a gallon in the price of fuel 
oil would eliminate fuel oil from the oil 
heating market. But . . . the fuel oil price 
that permits an association activity—is the 
only safe price for fuel oil. 

Present plans call for the construction 
of 12,644,000 new homes in the next ten 
years. If the public is exposed to an ag- 
gressive, consistent presentation of the ad- 
vantages of oil as a fuel, isn’t it reasonable 
to assume that oil would get at least an 
even break with gas in these homes? 

In terms of oil heating equipment, this 
even break would mean 1,896,600 addi- 
tional oil burner sales. In terms of oil, it 
would mean an additional 67,714,285 bar- 
rels of fuel oil a year. 

What is necessary to gain the sym- 
pathy and support of the oil industry for 
aggressive activity at an association level? 

The Oil-Heat Institute is made up pri- 
marily of manufacturers and distributors. 
It is somewhat less than reassuring for 
these manufacturers to compare the mil- 
lions they have spent to promote oil heat 
with the thousands spent by refiners. Par- 
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ticularly when they see the manufacturers 
of gas-burning equipment relieved almost 
entirely of the expense of promoting gas 
the fuel. 

While it is true that oil heating manu- 
facturers prefer to remain in the business 
where their dealer outlets are already es- 
tablished, the fact remains that existing 
production facilities could be used to build 
anything from mechanical toys to stokers 
or gas equipment. Oil heating manufac- 
turers do not want such a change. They 
want to remain in your corner in the 
battle of the fuels. 

What about the man who is consider- 
ing automatic heating? Theoretically, he 
is looking at the stoker, gas burner, and 
oil burner with an open mind. Only theo- 
retically, however. Because his final de- 
cision will depend on what he thinks about 
coal, gas, and oil. 

What, then, does our prospective pur- 
chaser think about oil and oil heating? 
What do the “girls” at his wife’s bridge 
club think about oil and oil heating? And 
we can’t discount the bridge club, the 
lodge meeting, the picnic, the commuters’ 
special, the across-the-fence discussions as 
molders of public opinion. Such talks, such 
exchanges of fact and hearsay are the stuff 
of which public opionion is made. 

When such talks turn to automatic 
heating, what is said about oil? Does some 
one speak up and say that America’s oil 
resources will be exhausted in five, ten, or 
twenty years? Human nature being what 


it is, some one will question such a state- 
ment. But . . . what has the oil industry 
given its defenders to back up their con- 
tentions that the “scarcity” story is only a 
“scare” story? How much does the aver- 
age automatic heating prospect know 
about the degree day delivery method, 
primarily an oil story? Is oil heat clean 
heat? You say “Yes”... I say “Yes.” But 
what does the public think? 

Competitive fuel associations are on the 
job . . . the Bituminous Coal Institute, the 
National Coal Association, the Anthra- 
cite Institute, and the American Gas As- 
sociation. All of these active, well-financed 
organizations have industry-wide pro- 
grams on public relations, advertising, and 
product research. And each of these asso- 
ciations is profiting by the inactivity of 
oil. Yet . . . which fuel has a greater stake 
in the future of automatic heating? 

Let me repeat: The oil burner manu- 
facturers want to stay in your corner in 
the battle of the fuels. They want Oil Heat 
to continue as the Champ. But .. . aren’t 
they justified in expecting more substan- 
tial support from the fuel for which they 
battle? Isn’t the future of oil heat a mat- 
ter of deep, personal concern for every- 
one who stands to profit by that future? 

The Oil-Heat Institute is ready to sup- 
port any aggressive program advanced by 
the petroleum industry. Ahead of oil heat 
is a brilliant future. All of us belong in 
that future — actively, enthusiastically, 
profitably. 


Minner on New Oil Specifications 


A, THE SUBJECT IMPLIES, fuel oils 
manufactured from the new refining 
processes are different from those which 
heretofore have been available for heating 
purposes. Obviously, the real answer to 
this question is of a highly technical na- 
ture involving the differences in the 
chemical structure and the mechanisms by 
which the fuels are burned. In view of 
the limited time that has been allocated 
for the discussion, together with the fact 
that this is primarily a marketing panel, 
I believe it will be more interesting to you 
if I confine my remarks mainly to the his- 
tory, and present status of the problem, 
and avoid in so far as possible the details 
of the technical aspects. 

Today, we are all more or less familiar 


with the new processes introduced to the 
refining industry during the war years. 
One of the most important was the cata- 
lytic cracking process for producing high 
octane gasoline. Back in 1943, however, 
when cat crackers were going on stream 
in all parts of the U. S., primarily to pro- 
duce base stock for high octane aviation 
gasoline, not too much was known about 
the quality of the other products they 
were turning out. Many wild rumors were 
afloat about the performance characteris- 
tics of the new catalytic fuel oil, but there 
was little or no substantiating evidence 
for the misleading impressions that were 
being created. Thus, it was natural for the 
oil burner manufacturers to become con- 
cerned over the possible changes in the 





quality of fuel oils that might result from 
this new refining method. While individ- 
ual refiners were already busy in their re- 
search laboratories with independent in- 
vestigations of their own, not much fac- 
tual data was available at the time to the 
industry at large. Therefore, in the in- 
terest of oil heat in the postwar period, it 
was deemed necessary by all parties con- 
cerned to attempt some clarification of the 
situation for the oil burner manufacturers 
by setting out the probable trends in re- 
fining, and to establish some basic facts 
regarding the probable quality of postwar 
fuel oils. 

Since fuel oils are widely marketed un- 
der Commercial Standards specifications 
promulgated by the Bureau of Standards, 


_ joint meetings of the refiners and oil burn- 


er manufacturers were arranged by the 
Bureau to study the over-all problem. 
These meetings culminated on May 18, 
1944, in some basic facts being established 
and certain recommendations being 
adopted, the most important of which to 
my way of thinking were as follows: 


BASIC FACTS 


1. “The trend toward higher octane 
gasoline, and wider use of the catalytic 
cracking process, tends to produce lower 
API gravity distillate fuels for the same 
distillation range and residual fuel oils of 
different gravity-viscosity relationships 
than have previously been available. 

2. “The petroleum industry wants to 
serve heating needs and recognizes the 
necessity for supplying grades of oil suit- 
able for oil heating equipment now in use. 
As a result of changes in refining prac- 
tices, new heating needs may be served 
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more economically if new home heating quoted were established only after much wall flame, a vaporizing pot-type, or a ye 
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“The refiners recommend to the burner _ that would be produced. No sudden over- ASTM Reference Burner Fuel Oils wl 

manufacturers, in order that oil heating night change in quality was forecast. No. 1 No. 2 evi 

may be placed on a most economic basis Now, in basic fact #2, the petroleum in- py Gravity 37° to 39° 27° to 29° th 

for the consumer, that both vaporizing dustry representatives recognized that Flash 100° min. 110° min. we 
, oe : ’ 5. : Pour 0° F. max. 10° F. max. 

and mechanical atomization burners, other despite changes in refining techniquesthey Gar. Res. er 

than those designed to burn kerdsene, be were under definite obligation to supply ecu bot. 0.12% max. 0.2% to 0.3% th 
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designed to burn efficiently a less volatile a satisfactory oil to owners of oil burners 10% 395-405° F.  440-460° F. va 
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war.” . new developments in refining. This obli- 90 es ps FE. pe 
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Present Distillate Fuels—CS12-40 TABLE Il ti 
Viscosity oi 
Sayb. Univ. Kinem. Corrosion ” 
Pour Water Distillation Temp., F. At At Copper 
Flash Point, ©Sed. Carbon 10% 90% End 100° 100° Gravity Strip of 
Point, °F. °F. % Residue _ Point Point Point F. F. °API 3 Hrs. At re 
GRADE (B) Min. Max. Max. Max. Max. Max. Max. Min. Max. Max. Max. Min. 122° F. ; 

No. 1 Fuel oil 100 165 0 Trace 0.05(D) on 410 560(E) 5 

A distillate oil for use in or 10% Resid. tl 
burners requiring a vola- legal 
8 ae # 

No. 2 Fuel oil 110 190 10(C) 0.05 0.25(F)on 440 600 al 

A distillate oil for use in or 10% Resid. 
burners requiring a mod- legal 
erately volatile fuel ... 

No. 3 Fuel oil 110 230 20(C) 0.10 0.15 675 600(G) 

A distillate oil for use in or straight | 
burners requiring a low legal « 
viscosity fuel ........ Ir 

Proposed Distillate Fuels t 
GRADE (B) . 

No. 1 Fuel oil 100 0 Trace 0.10 0n 420 625 2.4(J) 36.0 Pass 

A distillate oil suitable for or 10% Resid. a 
vaporizing pet type legal 
OE easbeeonss ss 

No. 2 Fuel oil 100 20(C) 0.10 0.40(F)on 460(K) 675 45 28.0 

A distillate oil for general or 10% Resid. V 
purpose domestic heat- legal r 
A oe ee 

Delete present Grade No. 3 . 

Present Footnotes This limit may be specified by mutual agreement between the buyer i 
ps f ; . d seller . 
(A) Recognizing the necessity for low sulphur fuel oils used in ia ; ; : ° 

connection with Sappaiiadant non-ferrous metal, glass and ceramic (E) The maximum end point may be increased to 590° F. when . 

f pyr’ ‘al . Iph eleinieh teas Resament used in burners other than sleeve type blue flame burners. ; R 

eee corer er oh ch follo. etc li y P (F) To meet certain burner requirements the carbon residue C 

ed in accordance with the 1ollowing table: limit may be reduced to 0.15% on 10% oe, ws dex one I 

(G) The maximum distillation temperature of 600° F. for 0 
Grade of Fuel Oil Sulphur, Max. % may be waived if A.P.I. gravity is 26 or lower. . 
eee cen iie harbor eataded oneaeKeeres® 0.5 (H) (Does not apply to distillate fuels). I 
Pp 
Re yee teh iia clits -s ole Vereiots ia ayia eiicies verona cietowte i 
RO 8? eee oo aise oe wis we bie Ss cise Sine o'er0 819 ie orm : 
3 AE REGO ORR SRNR” No Limit Proposed Footnotes ( 
SS errr Terre rrr rr Tree Te te No Limit (A) Delete No. 3 grade and change sulphur maximum for No. 2 
fuel oil from 0.50% to 0.75%. : 
Other sulphur limits may be specified only by mutual agreement (B) No change from CS12-40. C 
between the buyer and seller. (C) No change from CS12-40. ; 
(B) It is the intent of these classifications that failure to meet (D) Delete note entirely. 

any requirement of a given grade does not automatically place an (E) Delete note entirely. ] 

oil in the next lower grade unless in fact it meets all requirements (F) No change from CS12-40. 

of the lower grade. (G) Delete note entirely. re 

(C) Lower or higher pour points may be specified whenever (J) For use in burners of the gravity feed type requiring fuel ’ 
required by conditions of storage or use. However, these specifica- of uniform viscosity, a lower limit of 1.5 kinematic viscosity may 
tions shall not require a pour point lower than 0° F. under any also be specified. : ; 

conditions. (K) The 10% point may be specified at 440° F. maximum when 1 
(D) For use in other than sleeve type blue flame burners carbon this fuel is to be used in burners requiring a somewhat higher ' 

residue on 10% residuum may be increased to a maximum of 0.12%. volatility fuel. 
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years, and the petroleum industry repre- 
sentatives at the Conference felt obligated 
to these manufacturers to point out that 
with the expansion of catalytic cracking 
and resulting changes in the fuel oil char- 
acteristics, postwar oil burners should be 
designed to utilize the type of fuel oil 
which, of necessity, would be produced in 
ever increasing volume. In other words, 
the petroleum industry representatives 
were saying to the oil burner manufactur- 
ers: “Cooperation is essential in order for 
the two industries to realize the fullest ad- 
vantage of the large potential oil heat 
market which we foresee in the postwar 
period. We will supply a product of satis- 
factory quality for the oil burners now 
operating in millions of homes. Further- 
more, we can assure all your new poten- 
tial customers of an ample supply of fuel 
oil, and the sale of your new equipment 
will not in any way be restricted because 
of a lack of supply. But, if the optimum 
results are to be achieved, you should de- 
sign your postwar equipment to handle 
the new type of postwar fuels, thereby 
avoiding any possible restrictions on avail- 
able supplies.” 


Not Enough Straight Run 


It was apparent to the refiners at that 
time that if the large expansion in sales 
materialized in burners of the prewar 
type, it would be difficult if not impossible 
to supply fuel oils of prewar composition 
and still fill the expanding demand for 
other petroleum products; and in the case 
of vaporizing pot-type burners, there 
would be a definite shortage of straight 
run products to supply the large increase 
in demand. 

The trend in refining as predicted by 
the Conference back in 1944 is now a 
reality; furthermore, the use of the cat 
cracking processes continues to expand. 
It follows, therefore, that the recom- 
mendation as mentioned above was funda- 
mentally sound. 

Since representation on Technical 
Committee E of ASTM D-2 Committee 
on Petroleum Products is divided among 
oil burner manufacturers, refiners and 
consumers, this was considered the most 
logical group to undertake the determina- 
tion of factual data necessary to the re- 
vision of C. S. fuel oil specifications in 
keeping with the changes in refining tech- 
niques. Time is too short to give you any 
real conception of the volume of work 


that this Committee has carried on since 
August of 1944 in order to obtain the de- 
sired facts. I would like, however, to point 
out that never before in the history of oil 
heating have the oil burner manufactur- 
ers and refiners joined together in such an 
extensive undertaking. They tackled the 
job with real vigor, everyone having in 
mind that in the postwar years oil heating 





had to be on the most economical basis to 
the consumer in order to be competitive 
with gas. Briefly, the following work was 
accomplished : 

(1) A forecast of the quality of fuel 
oils which would be available for general 
use in the postwar years. 

(2) Establishment of specifications for 
prototype fuels for actual testing in the 
various types of burners. (Table I Attach- 
ment) 

(3) Formulation of burner testing pro- 
cedure for the various laboratories en- 
gaged in the program. 

(4) Actual burning of these oils under 
a wide variety of operating conditions. 


(5) Tabulation of all the data. 

(6) Interpretation of the data as a 
basis for revision of specifications. 

More than 30 laboratories engaged in 
this program. All types of oil burners 
were tested. Factual data has been ob 
tained, the wild rumors regarding the new 
cat cracked fuels have been dispelled, and 
on the basis of these findings, the Com- 
mittee now has under consideration defi- 
nite recommendations from the working 
groups for revisions in domestic fuel oil 
classifications. These revisions should ade- 
quately take care of existing burners as 
well as those of the future which in all 
probability will be of greatly improved 
design. 

In addition to kerosene, which is still 
required for use in sleeve-type and wick 
burners, the recommendations provide for 
the establishment of two grades of fuel oil 
for domestic heating to replace the pres- 
ent Commercial Standards’ Nos. 1, 2 and 
3 fuel oils. (Table II Attachment.) One 
grade (the lighter of the two) would be 
intended primarily for use in vaporizing 
pot-type.and the more critical wall-flame 
burner installations, while the heavier 
grade would be suitable for use in the less 
critical wall-flame and high and low pres- 
sure atomizing burners. A maximum Con- 
radson carbon residue of 0.10% on the 
10% bottoms and minimum API gravity 
of 36.0 have been suggested for the new 
No. 1 fuel, while the end-point would be 
raised to 625° F., and the maximum flash 
point of 165° F. eliminated. As additional 
requirements, a maximum viscosity of 2.4 
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centistokes at 100° F., and the ability to 


pass a copper strip test of three hours at 
122° F. have been suggested. 


The specifications for the fuel oil which 
would replace present Commercial Stand- 
ards’ Nos. 2 and 3 fuel oils represent a 
compromise between these two grades. 
These specifications include a maximum 
carbon residue of 0.40% on the 10% 
residue, maximum 0.10% B. S. & W., 
and maximum distillation temperatures of 
460° F. and 675° F. for the 10% and 
90% cuts, respectively. Added require- 
ments would be a minimum API gravity 
of 28.0 and a maximum viscosity (Say- 
bolt Universal) of 45 seconds at 100° F. 
The minimum flash point would be re- 
duced to 100° F. or legal, and the maxi- 
mum flash point requirement eliminated. 

In drawing up these proposals, the 
Committee has taken the viewpoint that 
the specifications should not be restrictive 
in the sense that acceptable oils are barred 
by failure to meet the specifications. Ac- 
cordingly, kerosene and range oil in gen- 
eral meet the specifications for the No. 1 
fuel oil and could be supplied as such 
where facilities do not exist for handling 
both kerosene and No. 1 fuel oil. The 
proposed minimum API gravity limits 
would classify the fuels with regard to 
carbon-hydrogen ratio which, together 
with volatility, affects the fuel perform- 
ance in many burners, but would not be 
restrictive of supply. The classifications 
neither specify nor imply a ceiling on 
quality, thus assuring complete freedom 
for the play of competitive forces in de- 
termining actual quality delivered to the 
consumer. 

The full report of the Subcommittee 
has been submitted to the membership of 
Section III, Technical Committee E, Com- 
mittee D-2 of the ASTM and mixed com- 
ments as have been received on the pro- 
posals have in general been favorable. 
The proposed specifications, however, 
have not yet been adopted. 

I have endeavored to show the changes 
in fuel oil specifications that are now be- 
ing considered. As previously stated, the 
trend is away from restrictive require- 
ments with specifications tending to de- 
fine border line fuel oils. The specifica- 
tions allow the inclusion of highly aro- 
matic stocks (i.e., catalytically cracked 
materials) but at the same time cover the 
properties of straight run and blends of 
straight run and thermally cracked fuel 
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oils. Thus, the greatest possible supply of 
distillate fuel oils is assured, with quality 
permitted to seek its own level under the 
forces of competition and domestic burner 
requirements. 

In short, the two new grades, plus kero- 
sene, should adequately meet the require- 
ments of all types of burners now in use, 
as well as those of improved design to 
come along in the future. Under this set- 
up, marginal burners in any one classifi- 
cation would have the choice of going to 
the next lighter grade, in cases where the 
fuel originally intended for use does not 
give entire satisfaction. 

With the fine spirit of cooperation that 
has been demonstrated in carrying out 
this entire program, there is little doubt 
in my mind but that a completely satisfac- 
tory solution will be reached in due course. 





Sherwood on Gas Competition 


I HAVE BEEN ASSIGNED the task of dis- 
cussing gas competition with oil heating. 
This is a problem of putting a textbook 
into ten minutes. I'll do my best. 

From what I gather from recent trade 
articles, and, from around the trade, and, 
from what I know of my own backyard 
situation, this is currently a very impor- 
tant subject, and I am afraid I am not in 
a position to discuss it from a very broad 
territorial background of experience. 
However, our little Company has had a 
number of years of experience in the Balti- 
more market, so, with your permission, I 
will address my remarks to that particular 
situation, believing that, perhaps, at least 
as to the fundamentals, it is typical of 
other markets throughout the country. 

First of all, let us be entirely realistic 
about this gas competition. In order to 
analyze it in a coldblooded way, let’s take 
the actual competitive problem that exists. 

Taking the conversion situation, we 
find that a typical house in Baltimore con- 
sumes about 1275 gallons of fuel oil in our 
typical year of 4,500 degree days. An oil 
burner installation, gun type, today, in 
Baltimore costs about $300.00. If we 
amortize this cost over fifteen years, and, 
based on our records, that is a very con- 
servative expectancy of life, we find that 
the annual amortization charges amount 
to $20.00 per year. Electricity to operate 
the burner should cost about $7.50 per 
year. One overhaul at $5.00 and one ser- 


vice call at $2.50, or, three service calls at 
$2.50, should cost $7.50 per year. Then 
we have the cost of fuel oil at the current 
price of 8.6¢ per gallon, resulting in a 
fuel cost per year of $109.65. Total cost 
$144.10. 

Now, comparing this with a gas instal- 
lation, we find that the gas conversion 
equipment costs about $235.00 to install. 
Amortization over fifteen years amounts 
to $15.67 per year. Electricity for the pro- 
gram motor costs about $2.00 per year. 
The Gas Company renders free service, 
—no cost. As to fuel cost, assuming that 
this house is equipped with a gas range 
and gas hot water heater, we find that in 
a 4,500 degree day year this typical house 
would consume 297,500 cubic feet of 500 
B.T.U. gas, costing $149.00, based on the 
calculated formula rate of 50¢ per cubic 
foot in Baltimore. Total cost $166.67. 

Now adding all of these things up, we 
find that there is a cost advantage of 
$22.57-per year in favor of oil. I think 
we can assume that oil has a potential an- 
nual cost advantage over gas. 

But that is, frankly, where our advan- 
tage stops. Gas has the following advan- 
tages over oil: 

Gas operations generally do not make 
as much noise as the average gun burner 
installation. 

Gas generally has the advantage in cre 
ating less dirt and soot. 

Gas is generally entirely fully auto 
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si Canadian Representatives — RAILWAY AND ENGINEERING SPECIALTIES LIMITED, MONTREAL, TORONTO, WINNIPEG 
“Detroit” Heating and Refrigeration Controls @ Engine Safety Controls @ Safety Float Valves and Oil Burner 

re- Accessories © ‘“‘Detroit’’ Expansion Valves and Refrigeration Accessories © Stationary and Locomotive 
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Series A 
Gas-Fired, Steel 
Air Conditioning Unit 


Series G 
Gas-Fired, Steel 
Gravity Furnace 


From top to bottom—inside and out—Luxaire's revolutionary 
line has features which make Luxaire easy to sell but hard to sell 
against. 

Distinctive in style—advanced in design and construction—efficient in 
operation—with eye-appeal and buy-appeal—Luxaire has also passed the 
latest stringent requirements of the A.G.A. 


For your share of the heating market business, team up with Luxaire. 














_ Series — Series 8000 Series AC-700 Series 700 Series C 
Gas-Fired. Utility Steel Oil-Fired, Steel Coal-Fired, Steel Coal-Fired, Steel Coal-i'ired, Cast 
Air-Conditioning Unit Air Conditioning Unit Air Conditioning Unit Gravity Furnace Gravity Furnas 


THE C..A. OLSEN: Gt - ELYRIA, OHIO 


NG & AIR CONDITIONING UNITS 
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GIVES HEATING CONTRACTORS UP- 





TO-DATE INFORMATION ON THE — 





LATEST DEVELOPMENTS IN 





BASE-RAY is only 7” 
high and 134” thick 


Radiant baseboard heating has been developed to a point of efficiency 
and utility that makes it a ‘‘must’’ for the truly modern home. 


BASE-RAY* radiant heating gives heating contractors a fresh and stimulating 

approach to the problem of up-to-the-minute home heating and BASE-RAY 

radiant baseboard units literally ‘‘clear the decks” for room designs that 
provide the utmost in charm and comfort. From the practical standpoint 
BASE-RAY units are so simple to install and so low in cost that you'll 
recognize in them an important contribution to home planning. National 


advertising of BASE-RAY is creating tremendous enthusiasm among 
householders and prospective home builders. Why not get all the facts... 
put yourself in a position to benefit from this public approval ? Mail the 


coupon NOW... you will profit by the information contained in our booklet. 


’ *Reg. U.S. Pat. Of. 
d, Cast Zi , 
Furnace : 
‘i 0 


IRVINGTON, N. Y., Dept. FO126 
Member of Institute of Boiler 
and Radiator Manufacturers. 
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CONCEALED VALVES 

This neat metal enclosure, shaped like 
the heating unit itself, is attached tu 
each end of BASE-RAY, thus complete- 
ly concealing all valves and fittings. 


Don’t miss 
BASE-RAY at 
the A.S.H.&V.E. Show 
Cleveland 
Jan. 27 to Jan. 31st 


Booth No. 122 


\ 


Dept. FO126 





Burnham Boiler Corporation 
Irvington, New Yor 
Please send me copy of ‘‘Ratings and Installation 


7% 
‘ 
4 
Q 
| 
H 
Guide on BASE-RAY Radiant Baseboards’’. | 
i 
1 
i] 
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Jas. P. Marsh Plans 
New Factory and Offices 


CONSTRUCTION OF A NEW FACTORY and 
office building is planned by Jas. P. Marsh 
Co., according to an announcement by 
Barrett Scudder, president. The new 
building, covering an area of 100,000 sq. 
ft., one story concrete and steel construc- 
tion, will be erected on a five-acre site lo- 


cated in the Chicago suburb of Skokie, 
Ill. It is planned to use the new building 
itself as a “guinea pig” for extensive re- 
search in heating methods. Prime reason 
for the construction of the new building 
is to gather under one roof all depart- 
ments and divisions of factory and office. 


Silent Sioux Adds to Plant 


TWO NEW WINGS have been completed at 
the Orange City, Iowa, plant of the Silent 
Sioux Oil Burner Corporation, manufac- 
turer of oilburning space heaters. Con- 
struction was started last spring, and the 








WHO'S IN THE BEST SPOT 
TO MAKE MONEY? 


The Man 
with the BRANDED PRODUCT! 





O THE PUBLIC, a well-established 
brand name means top quality 
—at a fair price. 

Your customers know no repu- 
table concern can afford to brand 
a product—advertise it nationally 
—and back both product and re- 
sellers—wnless that product is good! 


It’s this fundamental feeling of 
confidence that gives brand sellers 
the big advantage. They have the 


company recently has moved into the ney 
wings, which have been equipped with 
the most modern productio machinery 
available. Employment figures continue to 
show considerable gain over prewar levels, 


according to officials. 


Heating Pipes To Melt Snow 


SLOPING DOWN THE SIDE of a hill from a 
main thoroughfare into the Bridgeville 
Pa., plant of American Cynamid Co, a 
two-lane driveway 600 feet long has been 
constructed with wrought iron heating 
pipes embedded in the pavement. Hot 
water flowing through the pipes is ex: 
pected to keep the driveway free from 


ice and snow this winter. Two runs of 
pipe, furnished by A. M. Byers Co., are 
installed under each wheel track of the 
roadway. 


product the public has read about, 
talked about and is convinced is 


right for them. 


Resellers have this advantage in 
Mobilheat. The public knows its 
quality story—has already made it 


an outstanding name in fuel oil. 
x *« * 


Mobilheat is One of America’s 
Largest-Selling Fuel Oil Brands! 


Mobilheat 


SOCONY-VACUUM HEATING OIL 


SOCONY-VACUUM OIL COMPANY, INC. 


Monogram In New Home 


MONOGRAM COMBUSTION CHAMBER CO., 
Philadelphia 4, Pa., manufacturers of 
Lite-Cast combustion ‘chambers for do 
mestic oilburners, are located at « new ad’ 
dress, 731 North 35th St. Additional floor 
space, new equipment and a larver organ 
ization have been established. 


R & I Plans Expan-:on 


TEN MORE ACRES have been purchased by 
Refractory & Insulation Corp., «djoining 
the company’s plant at Port Kennedy, Pa. 
Two more factory buildings a: planned 
for the site. This makes 16 acres occupied 
by the plant on the main line of the Read: 
ing railroad. Closely allied inicrests also 
purchased 29 acres adjoining tive plant. 


Heil Idea Book Plans 


Basement Piayrooms 


“IDEAS FOR PLAYROOM PLANNING, 38 the 
title of a booklet beingoffered by Heil Co. 
Milwaukee 1, Wis. Despite the fact that 
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=| HERE IT IS! 
| PRACTICAL DOWN-TO-EARTH 
wal i 7 TRAINING IN— 


| from a 

Ugeville, 

1 Co., a | Ce . = ae 
422) “Heating Salesmanshi 
heating i 

nt. Hot 

S 18 ex. The day is here when heating men who hope to move ahead—or even 


>¢ from . hold their ground—can no longer rely on hit-or-miss “sales talks.” 
The more you know about modern selling, the greater your share of the 
consumer’s dollar. 


Many months ago, The National Radiator Company engaged the services 
of La Salle Extension University to develop practical down-to-earth 
training in heating sales. The finished job is just that! 


It’s written in your language, about your business—heating—and you 
can easily apply its fundamentals to the more successful selling of any 
product! 


Salesmen old and new, contractors, plumbers, heating engineers, 
builders—in fact, anyone whose proposals must click—will find money- 
making, time-saving ideas at every step of the training. 


ONLY $12.50 for the COMPLETE Training 


ne 


ER C0. 
ers of 
or do 
ew ad’ 
al floor 
organ’ 


You get the five separate assign- 
ments, attractively bound for perma- 
nent reference. You receive, too, the 
individual, personalized training 
service of La Salle’s Counselor-In- 
structors—as much as your work 
requires. All this costs you only a 
fraction of the real value, because 
The National Radiator Company 
has spent many thousands of dollars 
in underwriting the cost of de- 
veloping this specialized training. 


For wholesalers and wholesalers’ 
salesmen only, a specially designed 
extra assignment is available for 
only a $4.00 additional fee. 


ASK FOR DETAILS...TODAY 


Call your nearest National Radiator 
Company office or use the coupon 
to bring the full story of how you 
can assure your progress to easier 
sales, more sales and bigger income. 


Heating Division, THE NATIONAL RADIATOR COMPANY 


aes aaa eet tein eee, 


231 Central Avenue, Johnstown, Pa. 


The NATIONAL RADIATOR Company 


Please send, without obligation on my part, the complete details of the 
New NRC-La Salle training in ‘‘ Heating Salesmanship.”’ 
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a 10¢ charge is made, thousands of re- 
guests have been filled for the book. It 
contains a collection of basement recrea- 
tion rooms, made possible by the cleanli- 
ness and space saving features of auto- 
matic heating. Center pages consist of a 
large cross-ruled sheet on which individ- 
ual room dimensions can be laid-out. A 
full set of scale cut-outs, picturing all types 
of basement or playrooms fixtures, are in- 
cluded for arrangements on the layout 
sheet. A spread pictures and describes the 
adaptability and features of Heil’s oilfired 
units. 


Mass Production Methods 
Speed Davisbilt Output 


BY COMBINING THE PRODUCTION facilities 
of Davisbilt Products Co. and the Tank 
Div., Krieger Steel Sections, Inc., and 
through unit standardization, Davisbilt 
announces that it has expedited the prob- 
lem of tank trailer production and expects 
that backlogged orders will quickly be 
filled. Under the leadership of “Jack” 
Winchester, president of Davisbilt, trailer 
tank production was put on a mass basis. 

Results of the program were in evi- 





2. am 


2981 Franklin 


The Dongan Line 
Since Nineteen-Nine 





IT MEETS EVERY REQUIREMENT 


Dongan Transformers are manufactured in a 

variety of sizes and mountings to meet all oil- 

burner needs. Standard types with voltages 
ranging from 5,000 to 14,000 volts. Scientifi- 
t cally designed and painstakingly built to insure 
dependable performance. 


DONGAN ELECTRIC MFG. CO. 







Detroit 7, Mich. 


WRITE 


LITERATURE 











December 
1946 


dence recently when the Weston Equip. 
ment Co., Weston, Conn., accepted deliy. 
ery of a “Frameless” produced under the 
improved set-up. On hand for the occ 
sion were officials of Davisbilt, Krieger 
and Weston. ‘ 












Complete Airtemp Laboratory 
Ready for Test and Research 


COMPLETION of a new Chrysler Corpor, 
tion engineering laboratory at Dayton to 
be devoted to air conditioning, heating 
and refrigeration research and develop: 
ment, is revealed by D. W.R ussell, presi 
dent of the Airtemp Division of Chrysler 
Corporation. 

The new facilities include separate 
rooms for testing of packaged air cond 
tioning units, room coolers, condensing 
units, rating of large and small compres 
sors, and a room for testing the various 
types of heating equipment. 

Also included are facilities for the con 
struction of all types of working models 
of the various types of refrigeration, air 
conditioning and heating equipment. In 
this department, engineers completed test 
models of the new “sealed radial compres 
sor” which will be put into production as 
fast as materials and supplies become 
available in sufficient quantities 

In the heating department of the new 
laboratory, Chrysler Airtemp engineers 
check every phase of fuel combustion in 
order to determine the efficiency of Air 
temp gas, oil, coal furnaces and stokers 
The viscosity of the oils is checked and the 
calorific value of the heating gus recorded. 
flue gas samples are analyzed and tem 
peratures recorded. 


Mack Strike Ends; 
Operate: at Loss 
THE STRIKE, which caused cessation 0! 
operations in Mack Trucks, Inc. plants at 
Allentown, Pa., New Brun-wick and 
Plainfield, N. J. on April 29, was term! 
nated November 9, and worl: resumed in 
all three plants on November ‘1. 
Operations for quarter enced Septem 
ber 30, resulted in a loss 01 $3,375,70) 
which, after applying estimate. tax credits | 
of $3,136,005, leaves a net Ivss of $237. 
700. For nine months endec! September 
30, the loss was $4,469,078, « timated tas 
credits of $4,152,452, leaving 2 net loss 0! 
$316,626. This compares with a net prot 
of $1,930,476 for the first nine months 0! 
1945, 
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product of this company. 
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' J THE ATLANTIC REFINING COMPANY 


Tic REFINERIES AT PHILADELPHIA, PENNSYLVANIA; AND ATRECO, TEXAS 
















loss o! y Buffalo, N. Y. New Haven, Conn. Trenton, N. J. 
roft Terminals Rochester, N. Y. Newark, N. J. Philadelphia, Pa. 
a at Syracuse, N. Y. Williamsport, Pa. Wilmington, Del. 
aths 0! Albany, N. Y. Northumberland, Pa. Baltimore, Md. 
Elmira, N. Y. Mechanicsburg, Pa. Richmond, Va. 
Binghamton, N. Y. Allentown, Pa. Wilmington, N. C. 





Providence, R. I. Reading, Pa. Brunswick, Ga. 
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More Oilburer Schools 
Definitely Needed 


WITH OILBURNERS NOW coming through 
from the factories at an increasing tempo, 
the scarcity of good installation and serv- 
ice men is being felt in several parts of 











the country. Two large Eastern dealers, 
not long ago, mentioned that at last they 
were getting burners in carlots and could 
have taken care of their backlog of orders 







in reasonable time but for the inability to 
get good installation men. One man got 
in 500 burners and a month later was only 
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Air Cones & 
Stabilizers 











Dealers: It may cost 
you money if you don't 
use Monarch stabilizing 
equipment in combination 
with Monarch Nozzles for 
repair work. Their use in 
combination is really your as- 
surance of satisfactory perform- 
ance, because every size and 
Style has _ been thoroughly fire 
tested in laboratory or field over 
a period of many years. Eliminate 
guess work. Use tried and _ tested 
equipment. 
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able to put in seven a day. The other, 
similarly, said he had more burners in his 
shop than he could put in in two months 
unless someone could find some more men. 
The larger burner factories have done 
yeoman service to the industry by con- 
ducting short factory courses . . . one of 
these will put through 1,000 men this 
year. But this is not enough to take care 
of the expanding industry and next year 
it is entirely probable that the number 
of installations will be held down, not by 
product shortage, but man shortage. 
Here is a list of 16 schools now operat- 


MONARCH—FIRST CHOICE 





Monarch Nozzles are still so “preferred” 
by most of the industry that demand far 
exceeds supply—even though this year 
we will produce well over 250% more 
nozzles than were needed for all the 
domestic burners produced in 1941! 
Quantity orders must be placed 
well in advance of required date 
—with continuous repeat orders 
to keep yourself in line for de- 












Write for Catalog D 


MONARCH MFG. WORKS, 


EAST WESTMORELAND AND SALMON STS. 


OF THE INDUSTRY! 





Replacement 
Valves 


Monarch piston type 
pressure regulating and 
cut-off valves are avail- 

able in several models to 
suit most replacement needs. 
G-49 valves can be mounted 
in any position and piston will 
not jam from dirt. Contain no 
bellows or diaphragm to break 
or corrode. 





INC. | 


PENNA. | 


December 
1946 


















ing. If you know of others, please je 
hear of them. 
New England Technica! Institute 
486 Broad St., Providence 7, R, 1 
Arthur L. Wales, head of O. B. Diy 


Oil Heat Institute of New England 
839 Beacon St., Boston, Mass. 
Otto V. I. Urban, Ed. Director 


New York Technical Institute 
105 Fifth Ave., New York City 


Brooklyn Y.M.C.A. 
1115 Bedford Ave., Bklyn 





16, N. ¥! 





Essex County Vocational School 

Hall of Records, Newark, N. J. 

Dunwoody Industrial Institute 

816 Wayzata Blvd., Minneapolis, 
Minn. 






Westchester County (N. Y.) School 
(Run by John Schulz) 











Modern School of Mechanics 
3228 Chestnut St., Philadelphia, Pa. 























George Bork 

10 Lexington Ave., Holyoke, Mass. 
P. O. Box 823 

(Runs schools for the State) 






Y.M.C.A. Trade School 
229 W. 66th St., New York City 
Charles Burkhardt, Director 











Milwaukee School of Engineering 
1020 N. Broadway, Milwaukee, Wis 


Brooklyn Technical High School _ 
29 Fort Green Place, Brooklyn, N. ¥ 


Industrial Training Institut 
2130 Lawrence Ave., Chic: 29, Ill. 
























Rutgers University, Extension Div. 
New Brunswick, N. J. 

Dobbins Vocational Schoo! 

22nd & Lehigh Ave., Phila:lelphia, Pa 











10n Div. 
Nebraska. 


E. M. Hosman, Dir. Exte: 
Omaha University, Omah 
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president and Arthur E. Schi 
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With CHEMISTONE, 
the Original Controlled 
Porosity Filtering Element 
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6. Easy to Install — The Klemm 
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————— models, either at burner Assure your customers of uninterrupted heat and comfort this 
— fall and winter. Suqge ta KI Fuel Oil Fi 
: e ggest a Klemm Fuel Oi| ilter as a safeguard 
——— ° i 
il ——— TERRITORIES OPEN: against stoppages and emergency service calls, Your customers 
. — F details of our benefit... . You Profit on every sale. Push Klemm units NOoWw— 
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Filters sell easily—at_a_ & 





Filter stops dirt, water sediment, and other foreign matter, from 
































acne clogging burners, 4 steady flow of oil is assured. Every oil-burn- 
P; ing heating Plant needs this low-cost uni#. ONLY the Kiemm Filter 
: is equipped with the original, high-efficiency CHEMISTONE filter. 
—oEE 4 
: === ing element. 
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Write today for complete information—including discounts. 


Klemm AUTOMOTIVE PRODUCTS COMPANY | 


1718 North Damen Avenue 
EXPORT DIVISION: Guiterman Co., 





Chicago 47, Illinois 
lac., 35 §, William St., 


New York 4, N.Y. 
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Dodge Official Sees 
Building up 25% in 1947 


CONSTRUCTION VOLUME in the thirty- 
seven states east of the Rocky Mountains 
will increase approximately 25% over 
that of this year, it has been estimated by 
Thomas S. Holden, president of F. W. 
Dodge Corporation. 

He indicated that 630,000 dwelling 
units would be built in the states east of 
the Rockies next year, a gain of 35% in 
number and 38% in dollar volume over 
the expected 1946 record. The residential 


Everything 


a chamber 
job needs 
in ONE 
easy to 
carry 

reXela dole [= 


Everything needed to make a complete Combustion Cham- 
ber installation comes in one strong carton. Easy to handle 


—easy to stack. 


Instead of many pieces to carry, you have one package 
containing an R & I Combustion Chamber, clips to hold sec- 
tions together, and all the cement needed for floor, ete. 

There are no loose pieces to get lost, broken or mixed. 

Whether you need a round, rectangular or pear-shaped 
chamber, the R & I can be shaped to your requirements— 


and the price is low. 


You can get them from your supply house. Write us for 


Bulletin OB-98. 


REFRACTORY & INSULATION CORPORATION 


116 Wall Street 
Chicago 4, Iil. 
Detroit 16, Mich. 


DISTRIBUTORS—A few choice territories open. Write for particulars. 


COMBUSTION CHAMBER 


estimates assume, he said, that the pres- 
ent system of priorities and allocations 
of materials will be out next year. 

“Most construction materials will prog- 
ress from sellers’ markets into buyers’ 
markets during the course of next year, 
and material supply will cease to be the 
major bottleneck,” he said. “The major 
bottleneck will be shortage of skilled la- 
bor. While apprentice training has been 
stepped up, and many building trades 
unions have recruited new members, re- 
cruitment has not kept pace with needs 
in a number of important trades.” 





New York 5, New York 
Philadelphia 3, Pa. 
Newark 2, N. J. 





New York Town 
100% Oilheated 


THE TOWN OF LOUISVILLE, N. Y., has been 
reported as America’s first c: mpletely oj 
heated town, Io 
cated in the north 
ernmost corner of St 
Lawrence County, 
oil has taken on the 
whole heating load, 
and, str angely 
enough, the accom 
plishment results 
from the efforts of 
one dealer, handling equipment from ; 
single manufacturer. 

Credit for this sales achievement goes 
to John Pellegrino, Pellegrino Oil Heat 
and Appliance Co., located in nearby 
Massena, N. Y. He began installing Oil 
-O-Matic heating equipment eleven years 
ago and made his first installation in Louis 
ville (pop. 150) ten years ago. The final 
installation, which brought the town into 
the 100% oilheated column, was com 
pleted in November. Every centrally. 
heated home, the school, church, garage 
and general store has an oilburner. 


© 


Schmidlin Bros. Open 
Showroom in Toledo 


A NEW DISPLAY ROOM, office and engineer’ 
ing plant, completed by Schmidlin Bros. 
Heating Co., Toledo, Ohio, was formally 
opened on November 16, when the pub 
lic was invited to a display of heating 
equipment and home insulation. The new 
address is Schmidlin Building, 3120 Mom 
roe St. 

Schmidlin Bros. Heating Co. is one 0! 
the more prominent oilburner dealers n 
Toledo and have made more than 9,000 
installations since its inception in 1917. 


© 


W. E. Shattuck has advanced to the 
position of Division Manager. Plumbing 
and Heating, Montgomery Ward © Co. | 
Chicago, Ill, succeeding I. MM. Remen, 
who has become director of personnel for 
the Merchandise Division. 

Arthur E. Jacobs, well known in the 
rotary pump field, has been appointed 
vice president and sales manager, Black 


mer Pump Co., Grand Rapids, Mich. 
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Double outlet simplifies 
piping and permits a by- 
pass connection when re- 
quired. 


Free-xunning, combina- 
tion ball-bearing and 
swing joint, easily tight- 
ened or repacked in 
place. The bearing takes 
the entire weight and 
thrust of the reel, remov- 
ing all strain from the 
packing gland. 






















Hose clamp by its snub- 
bing action takes strain 
off hose coupling and 
prevents hose breakage 
whereitis attached toreel. 
















Recessed front makes 
this the most compact 
reel obtainable. All 
parts easily accessible. 




















New design all ball-bear- 
ing universal driving 
mechanism. Reel frame 
punched, so that driving 
mechanism can be in- 
stalled in any of 4 po- 
sitions. (See diagram 
below.) 













Hose connection at 
correct angle to pre- 
vent hose kinks. Hose 
can be attached to 
reel or renewed eas- 
ily by first removing 
the elbow. This elbow 
is fastened to the reel 
by four bolts. 
















© Roller chain drive in 
© front for easy access. 
_ Free-running and eas- 
ily adjusted for wear. 


















Reel can be 
cranked 
from the side 
or the rear. 
Designed so 
that the side 
cranking 
mechanism 
can be in- 
stalled in any 
of 4 positions. 










































Rigid construction 
with welded spokes 
and supporting angles 
assuring long life. 


Combination braking and locking device, 
with renewable asbestos brake disk. With 
this device, the reel can run free, with a 
slight drag, or can be locked securely. 





































The New Hose Reel You Have Been Looking For 










nc T, RUGGED, LIGHT IN WEIGHT, easily accessible. It is light in weight, a reel that 
"BEARING CONSTRUCTION THROUGHOUT holds 100 feet of 11/2"’ hose, weighs only 93 pounds. 














The New Philadelphia Valve Co. reel is the finest We can furnish hose reels in any size or 
reel built. It is compact, rugged, and light in shape. They can be furnished for installation 
weight. All parts are of steel, malleable iron, or either in bucket box at rear of truck or in under- 
bronze; no cast iron is used. It is ball-bearing slung box on side of truck. Give inside dimen- 
throughout with hardened and ground races. sions of box when writing for information. 
(6 ball bearings are used.) It wil! never wear out. Special reels can also be furnished for Airfield 
The reel can be changed from top winding Refueling Pits and Ship Docks. 

to bottom winding by reversing the hose con- Delivery can generally be made in a few days 
nection and rotating the drum. All working after receipt of order. For sizes, prices, and 
parts and hose connections are in front and dimensions, write for Catalogue No. 165. 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND ONTARIO STREET, PHILADELPHIA 34, PA. 









Oil Marketing Equipment Company, 321-325 Fremont Street, San Francisco 5, California 




























AVAILABLE-4-6 WEEKS|! 


3 CAPACITIES---800 ai" 1,000 aa" —- 1,200 Sit 
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Streamlined 
Turret Top 


Standardized in design plus excellent 
workmanship. The flash-fueler series 
may be mounted on any 11/2 ton rated 
chassis. 


Rugged construction 
light weight 


Contact our trained engineering 
dept., for estimates on any truck 
tank or bulk plant installations. 


SURVEYS—QUOTATIONS 
NO OBLIGATION 


GASECO 
(ej fe) 224 Bassett St. 
P. ©. Box 1499 

NEW HAVEN, CONN. 
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ONE OF OUR FUEL OIL DISTRIBUTING TERMINALS 
THAT GUARANTEE QUICK SERVICE ae 


; ne REVERE, MASS. 
Fast loading, without undue loss of time, is the daily story BALDWINSVILLE. N. Y 





(SYRACUSE AREA) 


at our ten terminals located at strategic points on the Eastern 
BAYONNE, N. J. 


seaboard. That’s typical of HARTOL co-operation, but not the ELIZABETH, N. J 
whole story. Our stringent control over quality, plus quick. eon ieee m 
courteous service, has made HARTOL one of the largest oa ae 
INDEPENDENT suppliers. No retail trade is handled . . . all tiomenadum 


; , me , HARRISON, N. J. 
transactions are exclusively WHOLESALE. We invite a dis- 


° f a d JERSEY CITY, N. J 
cussion of your Dusiness and ours. CALTIMORE, MD. 


PERTH AMBOY, N. / 


HARTOL PETROLEUM CORPORATION ° 


Shipment by berse. 
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ERCOID CONTROLS 


MPERATURE %& PRESSURE *& LIQUID LEVEL & ETC. 








| Mercury switches are used exclusively in all Mercoid 
Controls. X% They insure more dependable control 
performance, and longer control life. = Write for 
Catalog N° GOOA, for complete information 


| THE MERCOID CORPORATION * 4201 BELMONT AVE., CHICAGO. 41, ILL 








Study Radiant Baseboards 
In Pre-Fabricated Houses 


A sTuDY of the performance of radiant 
baseboards in a prefabricated house will 
be made by the University of Illinois in 
cooperation with the Institute of Boiler 
and Radiator Manufacturers as part of 
the long-range research program which 
has been under way since 1940. This pro- 
gram provides for the study of all types of 
hot water and steam heating systems un- 
der varying operating conditions. 

The house in which radiant baseboards 





will be installed is one of 50 basementless, 
prefabricated houses being erected by the 
University of Illinois to provide emer- 
gency housing for veterans and their 
families. 

In all houses, the floor consists of a con- 
crete slab laid over a gravel fill covered 
by a waterproof membrane. The finish 
floor will be asbestos tile. 

In the test house, a gas-fired hot water 
heating system will be installed. There 
will be two heating circuits. One circuit 
will contain the radiant baseboards in the 
living rooms and kitchen. The other will 








Adjust for Highest 
—C0O2 and KNOW 
the Fire Is Clean! 


the risk of soot. 








HERE’S THE NEW 4 dwryor 


\ 4 ith the new No. 925 Dwyer Smoke 
Detector you know the exact point when 


smoke and soot begin. The Dwyer Smoke 
Detector instantly shows the faint haze 
that comes before sooty smoke—permits 
adjustments for highest efficiency without 


Foolproof, simple to operate and can be 
connected with the CO: Indicator to get smoke 
and CO: readings simultaneously. 


Send for Bulletin 57 


| 
F. W. DWYER MANUFACTURING COMPANY | 
317 SO. WESTERN AVE., CHICAGO, ILL. | 


SMOKE 
DETECTOR 

















contain the radiant baseboards in the bath 
and two bedrooms. 
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Motor Production 
Remains at High Level 


CIVILIAN PRODUCTION ADMINISTRATION 
estimates put October production of frac 
tional horsepower AC motors in October 
at about 1,800,000 units, or roughly the 
same level as August and September. This 
production has not brought any reduction 
in the backlog of unfilled orders, which 
totalled almost 38,000,000 on September 
1, or the equivalent of 21 months’ pro 
duction. 

Priority assistance has been given man: 
ufacturers of oilburners and warm air fur 
naces to get 205,000 motors, or about 8 
months’ production of these types of 
motors. 

CPA also reports it has encouraged an 
increase in the production of all types of 
fractional hp. motors by extending assist: 
ance to an estimated 25 per cent of the 
motor industry for the procurement of 
materials such as magnet wire and cast’ 


ings. 
} 
Henry S. Pettengill has been appointed 
manager of the Central-Eastern Division, 
Wayne Home 
Equipment 
Co., Fort 
Wayne, Ind, 
according to 
B. G. Duer, 
vice president 
in charge of 
sales. Mr. Pet- 
tengil gained 
broad 
ence with the 
Duro Co. and 
Decatur ump 
Co., and joined Wayne on August |, 
1946. He is conducting “Partnership 
Plan” sales meetings with wholesalers and 


expert 


dealers in his areas. 


H. S. M. Burns has been named senior 
vice president, Shell Oil Co., in the East 
of Rockies territory, it is announced by 
Alexander Fraser, president. He has been 
associated with Shell for more then 21 
years and, since 1935, has spent most 0! 
his time in Colombia, organizing and di 
recting Shell's exploration and production. 


December 


1946 





the bath 


Level 


TRATION 
1 of frac. 
October 
ghly the 
ber. This 
eduction 
s, which 
ptember 
ths’ pro 


en man 
1 air fur: 
about 8 
ypes of 


raged an 
types of 
1g assist: 
t of the 
ment of 
nd cast: 


pointed 
Division, 
> Home 
oment 
Fort 
, Ind, 
ng 0 

Duer, 
resident 
irge of 
Ar. Pet: 
gained 
expert 
‘ith the 
Yo. and 
r ump 
gust 1, 
nership 
lers and 


] senior 
he East 
ced by 
as been 
han 21 
most of 


Juction. 


~ 


/ 




















a coming—the 7th International Heating and Ventilating 

Exposition—largest ever held and first in seven years. Here 
is your opportunity to familiarize yourself with the newest ideas, 
products, and people in the industry. It will give you the 
chance to "catch up" on new trends, to discuss your prob- 
lems with engineering specialists at the exhibition booths, to 


revitalize your thinking. 


The more fully informed you are on the newest and best 
equipment available, the more successfully you can plan effi- 
cient, economical installations. On display at the Exposition 
will be all types of heating, ventilating, air conditioning, and 
related equipment—some excitingly new, all interesting . . . all 
a part of the up-to-date picture you need. 


A wealth of helpful information awaits architects, industrial 
engineers, consulting engineers, manufacturers, contractors, dis- 
tributors, building owners and operators—anyone concerned 
with the efficient application of heat, ventilation, and condi- 
tioned air to all types of buildings—industrial, commercial, 


residential. 


Mark the date on your calendar. It's an event you can't afford 


to miss! 


‘// INTERNATIONAL HEATING & VENTILATING EXPOSITION 


The Air Conditioning Exposition 
LAKESIDE HALL, CLEVELAND, OHIO + JANUARY 27-31, 


Under the auspices of the American Society of Heating & Ventilating Engineers 
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1 E ition Co., Grand Central Palace, N. Y. 17, N. ¥ 
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IMMEDIATE DELIVERY 


MICROSTAT® 


by 
BEMDIX-FRIG/ 


Yes... MICROSTAT — a precision 
thermostat—is available for im- 
mediate delivery! 


MICROSTAT is a two-wire, bimetal 
actuated thermostat of the single 
pole, single throw, snap-acting 
type. A fine instrument for the close 
control of heating or cooling equip- 
ment. Heating type supplied with 
or without heat anticipator. 

Manufactured by Bendix-Friez— 
one of America’s foremost special- 
ists in thermal controls and weather 
instruments—MICROSTAT is the 
ideal thermostat for use in low volt- 
age control circuits. Available in 
Standard Bronze or Modern Ivory. 


Write, wire or telephone today 
for further information. 


FRIEZ INSTRUMENT DIVISION 
Bendix Aviation Corporation 
1442 Taylor Avenue 
BALTIMORE 4, MARYLAND 


AVIATION CORPORATION 


*Trademark 
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Furnace Motor Priorities 


FORCED AIR FURNACES that have been in- 
stalled without blower motors may be 
equipped with motors under provisions of 
Direction No. 14 to PR-33, issued by 
CPA, November 5. The direction pro- 
vides for certification of the order by any 
homeowner or builder where forced warm 
air furnaces have been installed without 
blower motors, and where such a motor 
is necessary to make habitable a house that 
is occupied or is about to be occupied. 


A form of ‘certification is provided by 








the direction which is to be written on the 
order to the supplier. This certificate can 
be passed back to the furnace manufac- 
turer who customarily supplies the forced 
air unit complete with blower and motor, 
and the order must be filled by the manu- 
facturer. He is not permitted to extend 
the certificate to the motor manufacturer. 

The certificate is applicable only to 
those forced air units that have been 
shipped without blower motors, and can- 
not be used to get motors for other pur- 
poses than to make the unit complete and 
operable. 


HERCO «tone-tire” construction 


Prevents profit-stealing 


If you’re a dealer that 


service calls! 


guarantees,” then it pays to sell 


an oil burner that’s completely reliable. The long-life 
construction of a Herco assures dependable operation .. . 
minimizes service calls. Precision made, the main housing 
is rugged, one-piece, accurately machined to provide 
proper, permanent alignment in the mounting of the as- 
sembly. All Hercos are equipped with long-hour duty 
motors with thermal overload protection. With Herco, 
there is no stealing from your profits to make continuous 


. costly service calls. 


HERCO OIL BURNER CORPORATION 


fe wewews se eee | = 


Re 4wie to visit the 
HERCO display — Booth 
18—at the 7th Internation- 
al Heating & Ventilating 
Exposition in Chicago Jan. 


27-31. 


Fe @weegepcaes.e 
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Harold Winningham & Company 


1117 Second Ave., Seattle 1, Washington 


LANCASTER, PA. 


LUPLLE - - 


The Oil- Thrifty 
OIL BURNER 





Western States Representative: 


Main Office: 


ee ee ee ee a ee ee ee ee ee ee ee | 











New Products 


Honeywell Turns Out New 
Compensated Limit Control 


A NEW COMPENSATED limit contro! for 
domestic heating plants was placed in pro- 
duction by the Minneapolis-Honcywell 
Regulator Company in November. John 
E. Haines, vice president, has announced 

A self-contained unit, the new control 
generates its own power to position a mer: 
cury switch through changes in outdoor 
and indoor temperatures. It can be used 
with oil, gas or stoker fired warm air heat 
ing systems. 

Designated by the type number T 418, 
the new control consists primarily of 2 
mercury switch instrument case and two 
capillary tubings and bulbs. The first of 





bulb 


these tubes is 20 feet long so that th 
may be mounted outside of the hou: and 


exposed to outdoor temperatures The 
second tube is ten feet long with the bulb 
installed in the bonnet or warm air < :pply 
of a furnace. 

The new instrument anticipates ch ..nges 


vides 
t of 
tting 


in heat demand, Haines said, and pr 
control over the approximate amo 
heat input into a house, thus pern 
more precise control from the room ther’ 
mostat. 

ntrol 
goes into operation as outside tempere’ 
tures fall below 65 degrees Fahrenheit. At 


In use, he explained, the new 
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The Mack family—the finest bunch of truck craftsmen 
you can find anywhere—is back on the job . . . working 
together again to produce the nation’s outstanding trucks. 


To our employees: “ Welcome back.” 
To our customers: “” Thanks for waiting.“ 


Naturally, it will take some time to reach full-scale 
production again. Many materials good enough to maintain 
the 46-year standard of quality of Mack trucks still aren’t 
plentiful—but our lines are moving. We'll do our level best 
to get new Mack trucks and parts to you as soon as possible. 


Mack MANUFACTURING CORPORATION 


In behalf of its 67 Direct Factory Branches and 600 Dealers 





this point the temperature in the furnace 
is raised according to a predetermined 
schedule, so that when the inside thermo- 
stat calls for heat the entire heating sys- 
tem will be prepared to deliver heat at 
approximately the right temperature to 
the ducts. 


Radiation Calculator 


Speeds Heat Loss Data 


RAPID RADIATION CALCULATOR has just 
been announced by the Smithson Co., 
Derby, Conn. It is a simplified sliding 
scale designed for use by oilburner service 
men and salesmen, engineers, plumbers 


Bronze resists rust, scal- 
ing and corrosion, provides 
greater operating efficiency. 
Newark All-Bronze Controls 
are increasingly selected by 
boiler manufacturers for in- 
stallation as original equip- 
ment. 


Compact 

















LOW WATER 
CUT OFF 


Easy External Installation. 
Gauge Glass Mounting Supplied. 


3 


e Combination 
low water cut 
off - adjustable 
= pressure control 
b by Newark Con- 
E trols. 


A 
V 
4 
vA 
A] 
u 

; 


e All - bronze; 
rust-resistant. 


e Reduces boil- 
J er sediment prob- 
g lem. 


« Write for 
dealer informa- 
tion. 


tion. 


& 


Newark Controls secsicta ve. iene, 
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combines low water cut off with ad- 
justable pressure control for double pro- 
tection. Newark Controls’ simplified de- 
sign and sound engineering reduce the 
troublesome sediment problem. 


Approved by Underwriters Labora- 
tories; available in sizes for every type 
of boiler. Write today for information 
on Newark Controls’ complete line of 
low water cut offs for boiler installa- 
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and steamfitters. It saves calculations in 
determining the heat requirements of any 
room or rooms. 

This Rapid Radiation Calculator shows 
the amount of steam, hot water and warm 
air required for rooms and buildings of 
various types of construction. Made of 
Vinylite (an exceptionally durable plas- 
tic), pocket size 7” x 3”, printed in three 
colors. Simple to understand and use, and 








Engineered for positive protection 
and permanent satisfaction on all auto- 
matically-fired heating boilers. 


single unit construction 


15 Ward Street 





based on engineering standards of B. T. 
U. heating losses. 


Wrench Offered for 


Complete Nozzle Service 


THE IDEAL NOZZLE EXTRACTOR is being 
marketed by Torrisi Enterprises, Law. 
rence, Mass., as a time-saving tool for 
complete service on oilburner nozzles. It 
is claimed that a nozzle can be removed 





from a conventional domestic high pres 
sure burner in about 40 seconds without 
removing the draft tube assembly. 

The 


wrench, the inner side of which holds the 


extractor consists of a double 


adapter body while the outer side loosens 
and removes the nozzle tip. Two milled 
handles are of sufficient length to do the 
job, and still are easily operated inside 
the combustion chamber through the fir 
ing door of the boiler or furnace. 

An attachment on the extractor makes 
it possible to hold the nozzle firmly while 
it is dismantled for cleaning and service, 
and during re-assembly. The tool is de 
signed to save servicemen’s time and speed 
nozzle service. 


Aquaheater Newest of 
Tankless Water Heaters 


JOSEPH E. LEWIS @ CO., Baltimore 30, 
Md., has announced a new tankless water 
heater under the trade name “Aquaheat- 
er.” This is a copper coil unit with a 
wilded steel shell which is heavily insv 
lated. It can be used either with steam oF 
hot water heating systems. 

With boiler water at 180°, the unit 1s 
rated to heat 5 gals. per minute from 40° 
to 140°, and the capacity is increased 4 
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third when boiler water is 212°. Aqua- 
heater contains 100 linear feet of % OD 
tubing with 16.3 sq. ft. of heating surface. 
Domestic water connections are 3-in. 
and boiler water connections are 2-in. 
The shell is 14 ins. in diameter and 12 ins. 
high. 

The Lewis company for 33 years has 
done tube bending and coiling for manu- 
facturers, and has launched the water 
heater as a postwar product under their 
own name. It first was offered locally, and 
now is being marketed in an expanding 
area. 


Humidifier Float Control 
Of Molded Plastic 


FLOAT CONTROLS for furnace humidifier 
units are being molded of corrosion proof 
Tenite plastic for the Cleveland Humidi- 
ter Co., Cleveland. The transparent Ten- 
ite cup allows visibility of the inner mech- 
anism, and a scale on the cup shows ap- 





toximate water level to be maintained 
inder different degrees of weather. The 
id, also Tenite, is welded to the cup to 
take the unit proof against tampering. 
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A GALONGAGE FOR 


BASEMENT TANKS 
THAT MEASURES 











in GALLONS 


= or in INCHES 


14 ACTUAL SIZE 





Oil-tank size or type is no problem when you install a Galongage. For 
now you can have a Galongage that measures in gallons—or one that 
measures in inches. 


The Galongage that measures in 10-gallon spacings is calibrated for each 
standard size 275-gallon tank with depths of 44", 42", 27"and 26" and for 
the 220-gallon tank with 42" depth—will fit either 114" or 2" tank open- 
ings. The Galongage that measures in 2-inch spacings is specially suited to 
off-size tanks. When ordering, specify depth of tank, size of opening, and 
calibration desired. 


The Galongage is simply but ruggedly constructed. It is easy to install; 
4-inch clearance above the opening is ample. The magnifying lens on 
the dial makes for easy reading. Accuracy and eye appeal assure customer 
satisfaction. 


Write today for our price list, Immediate delivery. 





A PRODUCT OF APPLIED MECHANICS COMPANY 
167 OLIVER ST., BOSTON 10, MASS. 
















Leading into the plastic cup through 
the lid is a water inlet controlled by a self- 
flushing diaphragm valve. The rate of drip 
feeding from this inlet equals the rate of 
evaporation in the pan, which is regulated 
according to the desired degree of humid- 
ity. The valve automatically closes when 
the water level rises to within ¥% inch of 
the top of the pan in the furnace. If grit 
is present on the valve seat, the level rises 
slightly higher, and the surplus goes out 
the bottom of the cup through an over- 
flow tube. A coil in this tube provides a 
trap which prevents the exit of air while 
allowing water to pass. 


Yes, smart dealers and distributors all over 
the country are pushing themselves right into 
this beautiful profit-picture—and there’s 
plenty of room for you, too, when you 
handle SILOO FUEL OIL TANK SOLVENT. 
Here’s a product that commands a huge 
market. It should be in every oil-heated 
home ...in every industry that uses fuel oil. 

SILOO FUEL OIL TANK SOLVENT cleans 
burner systems and fuel oil tanks, and keeps 
them clean. It clears clogged pipe lines, 
strainers, oil filters and burners—improves 
combustion. Remember, too, SILOO FUEL 
OIL TANK SOLVENT picks up and disperses 
all water formed by condensation. Invalu- 
able for space heaters, oil stoves, kerosene 
lamps, Diesels, etc. Distributors and jobbers 


—write for full particulars today. 


General Offices: 331 Madison Avenue, New York 17 
Petroleum Solvents Corp. of Canada, Ltd., Montreal 
Plant and Laboratories: Port Reading, New Jersey 
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Within the plastic cup, a bell float of 
Tenite (for its lightness of weight) ac- 
curately maintains the water level for 
which the control lever is set. Constantly 
recharging itself with trapped air, the hol- 
low Tenite float withstands the expansion 
and contraction of air without developing 
strains. It is adjusted by means of a series 
of metal-alloy levers connecting it with 
the control lever. 


Gauge for Oil Drums 


U. C. INDICATOR SALES, Milwaukee 2, 
Wis., has announced a patented new de- 
vice called the U. C. Indicator which is 





SILOO FUEL OIL TANK 


SOLVENT is non-toxic, 
non-corrosive, non-in- 
flammable, non - explo- 
sive — always safe to 
store and use the year 
round. Compounded by 
the world’s largest ex- 
clusive manufacturer of 
petroleum solvents for 
all purposes. 
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claimed to ease keeping of inventoy 
check and guard against pilfering, and 
maintain a dependable re-order system fo 
products dispensed from 50 or 30 gallo 
drums. A pointer above the faucet show 
the amount of oil left in the drum. 
The U. C. Indicator can be installed o 
all standard 50 and 30 gallon steel drum: 
Simply screw the Indicator into the drum 
faucet opening, then screw the faucet into 
the opening on the Indicator body. Re 
lease the locking device, and the calibrated 
Indicator is ready for use. When a drum 
is emptied, the entire assembly can be re 
moved and attached to a full drum. 















Designed for use with any liquid thatj —— 


can be put into a regular steel drum 
weighs only 8 ounces, has a cast aluminum 
body, fits any standard 34” pipe thread; 
and uses any standard 34” faucet. 


Tankless Heaters for 
Internal Boiler Us 


A LINE OF TANKLESS HEATER COILS for us? 
with steam or hot water house heatin 





boilers are distributed by Brown Electr 
Co., Forest Hills, N. Y. These heaters ar’ 
designed to be installed internally in the 
steam or water boiler so that the boil 
water will circulate around them. Domes 
tic service water flows through the com 
tinuous seamless drawn copper tubing. 

The coils are pressure tested at 19 
pounds per sq. in., and the shell is teste 
at 75 pounds. 
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PDRM Assembly... 
heart of the forced 
warm air heating 
system. 
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BLOWERS ... ENGINEERED 
TO YOUR CUSTOMER’S NEEDS 


| For years Brundage engineers have made your 


problem theirs, Mr. Manufacturer. Constantly 


at work checking and perfecting, skilled craftsmen have Cut-a-way view of 


Package Unit. 




















designed, tested, and improved blower assemblies 
















ventory) that merit your consideration when looking for performance, 

ng, a for dependability, and for economy .. . 

‘stem fo : , : 4 f 

0 gal Forget those time, labor and production worries because 
0) j 
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Visit our booth, number 510, at the 7th 
International Heating and Ventilating 
Exposition, Lakeside Hall, Cleveland, 
Ohio. January 27 to 31, 1947. 


IF YOUWANT J/et Profit , a 


NOT JUST CONVERSATION ...WRITE FOR 


n. 
uid that 
| drum, 
aminum 

thread; 
5c , 
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r Use DETAILS OF THE WAYNE PARTNERSHIP PLAN! 
of More NET profit because Wayne gives you a 
ne ™ ew selling program complete with advertising and 
heatin 4 & sales helps to get and keep a profitable volume 
¢ gSNERg te of home equipment business. 





wv 
Ay PLAN % INN Lower sales expense means higher NET profit. 


a \ The Wayne Partnership Plan gives you action, 
G_/ WAYNE \ ) sales help and NET profit, combining the best 
= efforts of the manufacturer and wholesaler to pro- 

A symbol of business integrity duce more sales only through the dealer. 


A FULL LINE OF INSTALLED HOME EQUIPMENT 


A town and country line of necessary installed equipment .. . not 
luxury items. The high demand for basic equipment will far outlast 
that of conventional merchandise. 

Quality built for more sales and fewer service calls. A wise choice 
for dealers interested in steady sales with consistent NET profits. 


@ FOR A SOUND BUSINESS FUTURE...WRITE TODAY! 


WAYNE'S FACTORY GUIDED SALES PROGRAM IS A PACKAGED UNIT 
OF SALES AND PROFIT PRODUCING HELPS 


=e Full Line Dealerships are Still Open <u> 
NT CO., INC.- 801 GLASGOW, FT. WAYNE, IND 


(Formerly Wayne Oil Burner Company) Pe 
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"WAYNE HOME EQUIPME 








BETTER 


Speedy OHIO 
* Aeplication Proved” MOTORS 


Ohio engineers do not merely “follow the 
crowd” in motor design. They are pioneers. 
For example, in the oil burner industry, 
nearly one-third of all domestic oil burners 
are powered by Ohio Motors. And in the 
elevator field, all principal manufacturers 
have used Ohio Torque Motors for 20 years! 


Ohio Motors have stood the supreme 
test of time. To assure the success of your 
product, look to Ohio engineers for the 
“know how” to build the one best motor 
for your application. Write for complete 
information about Ohio “Application Proved” 
Motors... Split-Phase ... Direct Current... 
Capacitor... Polyphase...Shell Type... 
Synchronous... . Torque. 


Chester Bland, Pres. 


5913 Maurice Ave. & 





Cleveland 4, Ohio 
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Direct Drive and | 
Circulators 


There’s only one reason for the existence 
of today’s heating industry: Man’s desire- 
demand for winter comfort. Realizing this, 
most successful dealers talk to customers 
first in terms of results—then in terms of 
furnaces and equipment. 


High 





Flow Control 


That’s why Triplex dealers are fortunate. ob 


They can sell comfort unlimited—unvarying 
comfort that results from hot water heating 
at its best! The advanced design and pre- 
cision construction of all Triplex Flow 
Control Units assure the most efficient, de- 
pendable operation possible. Hot water 
is automatically circulated, abundant heat 
supplied to radiators instantly—when- 
ever and wherever needed. Third floor 
north is just as comfortable as first floor 
south, for Triplex Units automatically 
balance heat loss with heat supply. 
Ample hot water for domestic use is 
also provided at practically no 
additional cost. So learn more 
about the full Triplex line and 

what it can do for you. Write 

for catalog today. 
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Indirect Heaters 





HEATING SPECIALTY CO., 
PERU, INDIANA ——————= 





In addition to units illustrated, the Triplex line includes— 
Direct Drive Horizontal Circulators, Indirect Drive Circulators, 
Expansion Tanks, Air Eliminators, Water Mixing Valves, Air 
Vent Valves, Tankless Heaters, Control Units, Electrical Controls, 





Barometric Draft Dampers, Sump Pumps. 


SEE YOUR WHOLESALER TODAY 
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Industry Groups 


Activities of local and national indus- 
try associations are reported monthly in 
this department. Secretaries are invited 
to send reports of their groups’ activities 
to reach the editor by the 20th. 


Westchester Oil Men 


Sponsor Youth Forum 


HERE ARE PARTICIPANTS on the October 
27th broadcast of the popular radio pro- 
gram “Westchester Youth Speaks,” fea- 
turing teacher-student forum discussions. 
This program is heard every Sunday from 
3:30 P.M. to 4:00 P.M. over Station 
WFAS. 

The students seated (from left to right) 
are Eleanor Deutsch and John Straub of 
Hastings High School; Patricia Maloy and 
Laura Ehrenfreund of Peekskill High 
School; Philip Bruno and Susan Blitzer 
of Scarsdale High School; Patricia Peck 
and George Koplinka of White Plains 
High School. 


Standing in the rear row are guest mod- 
erators of the Westchester County Teach- 
ers Association and representatives of the 


sponsors of the program, Westchester Oil 
Trade Association. As shown, they are 
(from left to right) Dr. Ignatius D. Tau- 
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OllenTion - ALL JOBBERS, CONTRACTORS, SERVICE COMPANIES: 





If you have not investigated the profitable, fast-turnover General 
Fuel Oil Filter line do so at once! It’s the hottest item today in the 
fuel oil business! Contractors and service companies, see your 
jobber immediately! Jobbers, write for full story details and jobber 
quantity discounts! 


Listed: Re-examination Service, Underwriters’ Laboratories, 


GENERAL 


“GENERAL FILTERS 
INCORPORATED 


FUEL 
o}|5 


FILTER 


Models 1A-25 and 2A-300 


12890 WESTWOOD AVE. 
DETROIT 23, MICHIGAN 


CANADIAN FACTORY BRANCH: J.C. McLACHLAN, 21 KING STREET, EAST e TORONTO, ONTARIO 
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this point the temperature in the furnace 
is raised according to a predetermined 
schedule, so that when the inside thermo- 
stat calls for heat the entire heating sys- 
tem will be prepared to deliver heat at 
approximately the right temperature to 
the ducts. 


Radiation Calculator 
Speeds Heat Loss Data 


RAPID RADIATION CALCULATOR has just 
been announced by the Smithson Co., 
Derby, Conn. It is a simplified sliding 
scale designed for use by oilburner service 
men and salesmen, engineers, plumbers 


ke Reems on Wind 
waned Side of Beitsing 








and steamfitters. It saves calculations in 
determining the heat requirements of any 
room or rooms. 

This Rapid Radiation Calculator shows 
the amount of steam, hot water and warm 
air required for rooms and buildings of 
various types of construction. Made of 
Vinylite (an exceptionally durable plas- 
tic), pocket size 7” x 3”, printed in three 
colors. Simple to-understand and use, and 








Bronze resists rust, scal- 
ing and corrosion, provides 
greater operating efficiency. 
Newark All-Bronze Controls 
are increasingly selected by 
boiler manufacturers for in- 
stallation as original equip- 
ment. 


Compact 





Engineered for positive protection 
and permanent satisfaction on all auto- 
matically-fired heating boilers. 


single unit construction 








LOW WATER 
CUT OFF 


Easy External Installation. 
Gauge Glass Mounting Supplied. 


e Combination 
low water cut 
off - adjustable 
pressure control 
by Newark Con- 
trols. 












e All - bronze; 
rust-resistant. 











e Reduces boil- 
er sediment prob- 
lem. 


> Write for 
dealer informa- 
tion. 

















combines low water cut off with ad- 
justable pressure control for double pro- 
tection. Newark Controls’ simplified de- 
sign and sound engineering reduce the 
troublesome sediment problem. 


Approved by Underwriters Labora- 
tories; available in sizes for every type 
of boiler. Write today for information 
on Newark Controls’ complete line of 
low water cut offs for boiler installa- 
tion. 





15 Ward Street 


Newark Controls siesicis voc Jens, 
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based on engineering standards of B. T. 
U. heating losses. 


Wrench Offered for 


Complete Nozzle Service 


THE IDEAL NOZZLE EXTRACTOR is being 
marketed by Torrisi Enterprises, Law- 
rence, Mass., as a time-saving tool for 
complete service on oilburner nozzles. It 
is claimed that a nozzle can be removed 





from a conventional domestic high pres- 


sure burner in about 40 seconds without 
removing the draft tube assembly. 

The extractor consists of a double 
wrench, the inner side of which holds the 
adapter body while the outer side loosens 
and removes the nozzle tip. Two milled 
handles are of sufficient length to do the 
job, and still are easily operated inside 
the combustion chamber through the fir- 
ing door of the boiler or furnace. 

An attachment on the extractor makes 
it possible to hold the nozzle firmly while 
it is dismantled for cleaning and service, 
and during re-assembly. The tool is de- 
signed to save servicemen’s time and speed 
nozzle service. 


Aquaheater Newest of 
Tankless Water Heaters 


JOSEPH E. LEWIS & CO., Baltimore 30, 
Md., has announced a new tankless water 
heater under the trade name “Aquaheat- 
er.” This is a copper coil unit with a 
wilded steel shell which is heavily insu 
lated. It can be used either with steam or 
hot water heating systems. 

With boiler water at 180°, the unit is 
rated to heat 5 gals. per minute from 40° 
to 140°, and the capacity is increased a 
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third when boiler water is 212°. Aqua- 
heater contains 100 linear feet of % OD 
tubing with 16.3 sq. ft. of heating surface. 
Domestic water connections are 3%-in. 
and boiler water connections are 2-in. 
The shell is 14 ins. in diameter and 12 ins. 
high. 

The Lewis company for 33 years has 
done tube bending and coiling for manu- 
facturers, and has launched the water 
heater as a postwar product under their 
own name. It first was offered locally, and 
now is being marketed in an expanding 
area. 


Humidifier Float Control 
Of Molded Plastic 


FLOAT CONTROLS for furnace humidifier 
units are being molded of corrosion proof 
Tenite plastic for the Cleveland Humidi- 
fier Co., Cleveland. The transparent Ten- 
ite cup allows visibility of the inner mech- 
anism, and a scale on the cup shows ap- 





proximate water level to be maintained 
under different degrees of weather. The 
lid, also Tenite, is welded to the cup to 
make the unit proof against tampering. 
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A GALONGAGE FOR 


BASEMENT TANKS 
THAT MEASURES 












| Zo 
in GALLONS 
or in INCHES 


14 ACTUAL SIZE 


Oil-tank size or type is no problem when you install a Galongage. For 
now you can have a Galongage that measures in gallons—or one that 
measures in inches. 


The Galongage that measures in 10-gallon spacings is calibrated for each 
standard size 275-gallon tank with depths of 44", 42", 27"and 26" and for 
the 220-gallon tank with 42" depth—will fit either 114" or 2" tank open- 
ings. The Galongage that measures in 2-inch spacings is specially suited to 
off-size tanks. When ordering, specify depth of tank, size of opening, and 
calibration desired. 


The Galongage is simply but ruggedly constructed. It is easy to install; 
4-inch clearance above the opening is ample. The magnifying lens on 
the dial makes for easy reading. Accuracy and eye appeal assure customer 
satisfaction. 


Write today for our price list, Immediate delivery. 


Gales 


A PRODUCT OF APPLIED MECHANICS COMPANY 
167 OLIVER ST., BOSTON 10, MASS. 
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Leading into the plastic cup through 
the lid is a water inlet controlled by a self- 
flushing diaphragm valve. The rate of drip 
feeding from this inlet equals the rate of 
evaporation in the pan, which is regulated 
according to the desired degree of humid- 
ity. The valve automatically closes when 
the water level rises to within ¥% inch of 
the top of the pan in the furnace. If grit 
is present on the valve seat, the level rises 
slightly higher, and the surplus goes out 
the bottom of the cup through an over- 
flow tube. A coil in this tube provides a 
trap which prevents the exit of air while 
allowing water to pass. 








Yes, smart dealers and distributors all over 
the country are pushing themselves right into 
this beautiful profit-picture—and there's 
you, too, when you 
handle SILOO FUEL OIL TANK SOLVENT. 
Here’s a product that commands a huge 
market. It should be in every oil-heated 
home ...in every industry that uses fuel oil. 

SILOO FUEL OIL TANK SOLVENT cleans 
burner systems and fuel oil tanks, and keeps 
them clean. It clears clogged pipe lines, 
strainers, oil filters and burners—improves 
combustion. Remember, too, SILOO FUEL 
OIL TANK SOLVENT picks up and disperses 
all water formed by condensation. Invalu- 
able for space heaters, oil stoves, kerosene 
lamps, Diesels, etc. Distributors and jobbers 


plenty of room for 


—write for full particulars today. 


Genera) Offices: 331 Madison Avenue, New York 17 
Petroleum Solvents Corp. of Canada, Ltd., Montreal 
Plant and Laboratories: Port Reading, New Jersey 
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Tenite (for its lightness of weight) ac- 
curately maintains the water level for 
which the control lever is set. Constantly 
recharging itself with trapped air, the hol- 
low Tenite float withstands the expansion 
and contraction of air without developing 
strains. It is adjusted by means of a series 
of metal-alloy levers connecting it with 
the control lever. 


Gauge for Oil Drums 


U. C. INDICATOR SALES, Milwaukee 2, 
Wis., has announced a patented new de- 
vice called the U. C. Indicator which is 


SILOO FUEL OIL TANK 
SOLVENT is non-toxic, 
non-corrosive, non-in- 
flammable, non - explo- 
sive — always safe to 
store and use the year 
round. Compounded by 


the world's largest ex- 
clusive manufacturer of 


petroleum solvents for 


all purposes. 








Within the plastic cup, a bell float of 





claimed to ease keeping of inventory, 
check and guard against pilfering, and 
maintain a dependable re-order system for 
products dispensed from 50 or 30 gallon 
drums. A pointer above the faucet shows 
the amount of oil left in the drum. 

The U. C. Indicator can be installed on 
all standard 50 and 30 gallon steel drums. 
Simply screw the Indicator into the drum 
faucet opening, then screw the faucet into 
the opening on the Indicator body. Re- 
lease the locking device, and the calibrated 
Indicator is ready for use. When a drum 
is emptied, the entire assembly can be re- 
moved and attached to a full drum. 

Designed for use with any liquid that 
can be put into a regular steel drum, 
weighs only 8 ounces, has a cast aluminum 
body, fits any standard 34” pipe thread, 
and uses any standard 34” faucet. 


Tankless Heaters for 
Internal Boiler Use 


A LINE OF TANKLESS HEATER COILS for use 
with steam or hot water house heating 





boilers are distributed by Brown Electric 
Co., Forest Hills, N. Y. These heaters are 
designed to be installed internally in the 
steam or water boiler so that the boiler 
water will circulate around them. Domes 
tic service water flows through the con: 
tinuous seamless drawn copper tubing. 

The coils are pressure tested at 150 
pounds per sq. in., and the shell is tested 
at 75 pounds. 
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Industry Groups 


Activities of local and national indus- 
try associations are reported monthly in 
this department. Secretaries are invited 
to send reports of their groups’ activities 
to reach the editor by the 20th. 


Westchester Oil Men 


Sponsor Youth Forum 


HERE ARE PARTICIPANTS on the October 
27th broadcast of the popular radio pro- 
gram “Westchester Youth Speaks,” fea- 
turing teacher-student forum discussions. 
This program is heard every Sunday from 
3:30 P.M. to 4:00 P.M. over Station 
WFAS. 

The students seated (from left to right) 
are Eleanor Deutsch and John Straub of 
Hastings High School; Patricia Maloy and 
Laura Ehrenfreund of Peekskill High 
School; Philip Bruno and Susan Blitzer 
of Scarsdale High School; Patricia Peck 
and George Koplinka of White Plains 
High School. 





Standing in the rear row are guest mod- 
erators of the Westchester County Teach- 
ers Association and representatives of the 






sponsors of the program, Westchester Oil 
Trade Association. As shown, they are 
(from left to right) Dr. Ignatius D. Tau- 
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CllenTion - ALL JOBBERS, CONTRACTORS, SERVICE COMPANIES! 





If you have not investigated the profitable, fast-turnover General 
Fuel Oil Filter line do so at once! It’s the hottest item today in the 
fuel oil business! Contractors and service companies, see your 
jobber immediately! Jobbers, write for full story details and jobber 
quantity discounts! 





GENERAL FILTERS 
INCORPORATED 


Listed: Re-examination Service, Underwriters’ Laboratories, Models 1A-25 and 2A-300 


GENERAL 


FUEL 
OIL 


FILTER 





12890 WESTWOOD AVE. 
DETROIT 23, MICHIGAN 


CANADIAN FACTORY BRANCH: J. C. McLACHLAN, 21 KING STREET, EAST e TORONTO, ONTARIO 
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beneck, Director of Social Studies at 
Bronxville Secondary School; Mr. Wil- 
liam Duke 3rd, President of the West- 
chester County Teachers Association; Mr. 
‘Thomas A. Brown, President of the West- 
chester Oil Trade Association; Mr. Her- 
bert M. Spade, chairman of the advertis- 
ing committee of Westchester Oil Trade 
Association; Ralph Allinger, announcer 


of “Westchester Youth Speaks” over Sta- 


tion WFAS. 
“Westchester Youth Speaks” 
phase of a wide scale advertising cam- 


is one 


paign sponsored by the Westchester Oil 
Trade Association, an organization of 
more than 50 suppliers of Fuel Oil and Oil 
Heating Equipment throughout West- 
chester County. 


Brooklyn-Queens Group 
Launches Advertising Campaign 
CONTINUING THE TREND of local oilheat- 
ing associations toward joint advertising 
projects, the Fuel Oil & Heating Council, 
Inc., of Brooklyn and Queens, N. Y., has 
undertaken an extensive campaign, in an- 








Question => What Flexible Couplings 


are designed especially for 
OIL BURNERS? 


answer > LOVEJOY L-R 
Type CX Double-Flex 
FLEXIBLE COUPLINGS 








ASSEMBLY CAN'T FALL OFF when blower and pump units are serviced 
because L-R body is permanently fastened to the pump shaft. Simple, easy 
installation construction. Blower manufacturers will supply blowers with L-R 
jaws on the blower hub. Write today for the facts. 


Bune, Ask for Bulletin No. 520 


atary FLEXIBLE COUPLING CO. 


5012 W. Lake Street 
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Body inserted (rot 
sopnen) in rubber body. 


= One Unit Construction 
@ Quick Assembly 

@ Tight fit—no rattle 

= Low Cost 


L-R Socket actually 
molded in the rubber (no 
metal) — blower 

ub. 


Chicago 44, Ill. 





ticipation of a buyers’ market in the com- 
ing year. 

N. R. Skaggs is president of the Coun- 
cil; Fred Wilson is secretary and chair- 
man of the Publicity Committee. The 
program was developed and supervised by 
S. Frederic Auerbach Co., Inc., New 
York advertising agency. 

One of the featured themes of the ad- 
vertising campaign will be a refutation of 





CAN You TELL HER 


Way 


You HAVE 
NO HEAT? 








. 
You can't explain to your child why Daddy's heafing unit broke 
down or why Mommy forgot to re-order the oil! Your child trusts you to 
keep her comfortable and healthy. And it's easy for you to dol Just 
consult a local member of the FUEL Oil AND HEATING COUNCIL... 
and he will do the rest. He's the man you can fully depend on to make 
your Oil Heating completely automatic — to keep your home warm and 
healthy ot all times. 
Yes, if you want personolized ser- 
vice that guarantees you depend- 
able, smooth, economical Oil Heating 
... call on a recognized dealer of the 


FUEL Oll AND HEATING COUNCIL! 










Listen lo WHN your ai 
“COMMON SENSE COUNSELOR” 
THATS ’. TAUBENECK 
Em 
CONSULT Every Sturdy t 12.30 PM 
A MEMBER " 








Newspaper advertising of Brooklyn 
Queens group, approximately half-page. 
being revived by 
some dealers in the market. Copy will 


so-called “free service,” 


stress the fact that no service, if it is worth 
anything, can be provided gratuitously. 
The principal slogan throughout the cam- 
paign will be “Old Heat is the Best Heat,” 
which is also being used successfully in a 
similar campaign conducted by the same 
agency for the Westchester Oil Trade 
Assn. The Brooklyn-Queens program is to 
include: 
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TIMKEN 
DUAL OIL VALVE 





DETROIT 
REGULATING VALVE 


WEBSTER T UNIT 





M-H PROTECTOSTAT 








Branch: 521 W. Lindley Ave. 





NOT SCARCE 
AT SID HARVEY'S 


Up Program, our men have been kept busy all summer 
Yes, due to the Harvey Replacement and Stocking 





building up our stock of guaranteed rebuilt 


CONTROLS-FUEL UNITS-VALVES 
CIRCULATORS - MOTORS 


and every other scarce item needed for Winter 
service. 


IN STOCK FOR IMMEDIATE EXCHANGE 


Sid Harvey's catalogue of new and rebuilt oil burner 
parts is offered FREE to the trade only—Write on 
your letterhead. 


WD WRRNEN vnc 


VALLEN STREAM, REW NVORK 





In Newark 


Sid Harvey of N. J., Inc. 
103 Lindsley Avenue 


In Boston 


Sid Harvey of Mass., Inc. 
566 Cambridge Street 
(Allston Station} 


In Philadelphia 


Sid Harvey of Pa., Inc. 
1520 South 57th Street (43) 












QUIET MAY 
(Direct Drive) 














M-H 
STACK MOUNTED 
2, PROTECTORELAY 









MERCOID 
PYROTHERM 

















M-H 
M-H WALL MOUNTED M-H 
M-H .THERMOSTAT PRESSURETROL AQUASTAT PROTECTORELAY CHRONOTHERM 









PIONEER ~~ 
& ELECTROL 


SUNDSTRAND 
FUEL UNIT 





CONSTANT LEVEL 
VALVES 





M-H PYROSTAT 
Sea 











fueloif 
¢ o// heat 


107 











(1) Starting November 17 and con- 
tinuing for six months, a series of Display 
advertisements appearing daily in news- 
papers covering the Brooklyn, Queens, 
and Long Island areas. 

(2) Starting November 23 and run- 
ning for an initial thirteen weeks, a fifteen 
minute program broadcast over Station 
WHN, New York, at 12:30 P.M. The 
program, known as the “Common Sense 
counselor,” will feature Ignatius D. Tau- 
beneck, educator and lecturer, who will 
advise on youth and family problems. 


(3) The combined fleet of nied 









Injurious rays of the fire box will damage 
your vision if your eyes are not protected 
when inspecting an oil fire. With the help 
of a “Combustion XRAY Lens” you will 
save your eyes while looking right into 
the center of the flame to see how the oil 
is burning. You can now observe and 
check the fire for black streaks, ragged 
ends, uneven or torch-type flame, smoky 
tips, “cold fire’ and then make the neces- 
sary adjustments. 


This will also enable you to check the 
SPECIAL TRIAL OFFER 


FOR 


| “Combustion XRAY a 50 


1 Quart KLEEN-FLO 


COMBUSTION 


UTILITIES CORPORATION 


NEW YORK 18, N. Y. 


1451 BROADWAY 


Canadian Division 


1253 McGill College Ave., Montreal 2 


New England Distributor 


. ALLIED APPLIANCE COMPANY 
Boston 16, Mass. 


111 Berkeley Street 
West Coast Distributor 


DIAMOND OIL CO., INC. 


550 Bauchet St., Los Angeles 54, Calif. 


108 





XRAY LENS” 
when checking OIL FIRES! 


trucks operated by members of the council 
will be used for mobile advertising. The 
trucks will display distinctive posters, and 
the slogan “Oil Heat Is The Best Heat” 
will be painted on the tires of the trucks. 
(4) Hundreds of placards will be dis- 
played by members of the Association. A 
distinctive symbol of the Fuel Oil and 
Heating Council will appear on all adver- 
tising copy. A three color decal of the sym- 
bol has been made and is prominently dis- 
played by all members at their places of 
business. 
(5) An intensive direct-mail campaign 


Dnotect 


YOUR 


EYES 


WITH A 


“COMBUSTION 





claims that we’ve been making for 
KLEEN-FLO. A real “before and after” 
test. First observe the fire as is—then 
add KLEEN-FLO to the tank as in- 
structed—24 hours later look again through 
the “Combustion XRAY Lens.” You 
should notice a definite improvement—a 
bright, hot fire, clean tips, elimination of 
black streaks and ragged ends—a clean 
steady and more efficient oil fire. Take 
advantage of our special offer listed be- 
low—TODAY. 











will be instituted. Over sixty thousand di- 
rect-mail pieces of literature will be mailed 
out by members along with invoices and 
business letters. 

(6) Publicity releases will be sent to 
newspapers and magazines, explaining the 
radio program and on all other phases of 
the program. 


Mass. Oil Heating Assn. 
Hears Cauley of Socony 


AT ITS 138TH monthly meeting, Novem- 
ber 19 at Boston’s Fox & Hounds Club, 
the members of the Massachusetts Oil 
Heating Assn. heard S. P. Cauley, prod- 
uct engineer for Socony-Vacuum Oil Co., 
discuss improvement in the design of pot 
type burners. Socony has done consider- 
able work on this problem at its Green- 
point laboratory in the past two years. 


National Petroleum Council 
Appoints Committees 


THE NATIONAL PETROLEUM COUNCIL, 85 
member group set up to work with De- 
partment of the Interior’s Oil & Gas Di 
vision, has appointed two working com- 
mittees to expedite its activities in the 
absence of the full council. These are 
called the Agenda Committee and the 
Appointment Committee. All matters to 
be discussed by the Council must first be 
considered by the Agenda Committee and 
then if considered suitable subjects are to 
be passed to the larger group with the 
recommendations of the Agenda Com- 
mittee. Committee members are: 

Agenda Committee: George A. Hill, 
Jr., Houston Oil Co. of Texas, temporary 
chairman; A Jacobsen, Amerada Petrole- 
um Corp.; Walter Hallahan, Plymouth 
Oil Co.; William R. Boyd, Jr., American 
Petroleum Institute; Gordon Duke, 
Southeastern Oil Inc.; J. Howard Mar- 
shall, Ashland Oil & Refining Co.; B. A. 
Hardey, Independent Petroleum Assn. of 
America; Hines Baker, Humble Oil & 
Refining Co.; W. H. Ferguson, Conti 
nental Oil Co.; R. G. Follis, Standard 
Oil Co. (Cal.); and A. C. Mattei, Hono- 
lulu Oil Corp. 

Appointment Committee: W. Alton 
Jones, Cities Service Oil Co., temporary 
chairman; B. Brewster Jennings, Socony- 
Vacuum Oil Co.; H. L. Thatcher, Na- 
tional Council of Independent Petroleum 
Associations; W. S. S. Rodgers, Texas 
Co.; Charles F. Roeser, Roeser and Pen- 
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TH DISCOVER Now Available in Limited Quantities 
Sound Engineering x 
iw Boil edign.. 
Look NTO PERCORT A 


In its unique, scientifically correct percolating princi- 
ple of design, you’ll find one of many reasons for the 
amazing performance ofthe PERCOFLASH Boiler. 
Its sound engineering ght boiler heating to a 
vastly higher plane tency} because of its in- 
stantaneous genera and hot water. No 
matter what your cu erence, whether coal, 
gas or oil, you can no lowest possible op- 
erating cost. Before on the boiler to offer 
your trade, we sugg@ look first into PERCO- 
FLASH. Write today. 






























YOUR BURNER 














THE FLASH ACTION 
BOILER WITH THE 
PERCOLATING 
ACTION 


W estcott - Alexander, Inc. 


DISTRIBUTORS. MADISON, NEW JERSEY 

























ze Slow EAST . 1LLS 


WITH FASFILL . . . the quick fill pipe connection! Just a turn of 
the wrist and FASFILL is in place. Make it up hand tight only. 
Build-ups are unnecessary . . . worn fill pipe threads make no dif- 
ference. With FASFILL you have any needed connection in a 
jiffy! Long-wearing gaskets at all bearing points prevent oil 
seepage. FASFILL eliminates blowbacks and fill drip . . . and 
makes slow fills—fast fills! 


Shove The Gun Home and Let ’er Go! 
There's a synthetic rubber diaphragm in the FASFILL head — just shove the gun 
through this diaphragm and forget about blowbacks. FASFILL is designed to hold 


the gun in correct position. Save time, save money . . . with FASFILL! 





$ 






WHEN ORDERING be sure and give us the OUTSIDE 


measurement across your gun nozzle. 


] .50 
F.0.B. FACTORY 






SCULLY SIGNAL 


COMPANY 
CAMBRIDGE 41, MASS. 


TO MAKE A QUICK OIL FILL FA LS FILL 
PIPE CONNECTION USE... Po 4 ! 
é o// heat 


In one SMALL convenient carrying box (weighs only few pounds 
complete) you can have ALL the connections needed for making 
up to 144"’, 114”, or 2’’ male or female fill pipe. 
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dleton Inc.; R. E. Wilson, Standard Oil 
Co. (Ind.); Frank Porter, Mid-Continent 
Oil & Gas Assn.; Henry Moyle, Wasatch 
Oil Refining Co.; E. E. Pyles, Los An- 
geles; Charles S. Jones, Richfield Oil 
Corp.; and Jake Hamon, Cox & Hamon. 


A.P.I. Marketing Division 
Announces General Committee 
AT THE ANNUAL meeting of the American 
Petroleum Institute in Chicago in early 
November, of which the portions signifi- 
cant to oilheating are reported elsewhere 
in this issue, a new General Committee of 


the Marketing Division was appointed. 
Heating oil gets wider recognition in the 
new lineup, being the principal interest 
of six of the members. Members are: 


Fred G. Bannerot, Jr., Elk Refining 
Co., Charleston, W. Va.; C. M. Barrin- 
ger, North Carolina Jobbers Ass’n., New- 
ton, N. C.; A. Clarke Bedford, Standard 
Oil Co. of N. J., New York, N. Y.; J. P. 
Birmingham, White Fuel Co., Boston, 
Mass.; W. C. Burns, Richfield Oil Corp. 
of N. Y., New York, N. Y.; O. H. Carl- 
isle, Gulf Oil Corp., Houston, Texas; W. 





New SERVICE AIDS 


By the 
Makers of 
DELAVAN 
(Balloffet 
Design) 
NOZZLES 













NEW STEEL $ 








nozzle 
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ERVICEMAN’S KIT 


Developed BY servicemen FOR servicemen 


Kit includes 
case with compartments for 
tips, 


New NOZZLE TOOL 


Heat treated aluminum wrench with just 


$ 75 the right size screwdriver. Included as part 
= of Serviceman’s kit. Also available sepa- 


rately. 


ORDER FROM ONE OF THE 
MANY JOBBERS STOCKING 
DELAVAN NOZZLES AND ACCESSORIES 


Ask Your Jobber for the new 
Delavan Condensed Catalog No. 246. 


> DELAVAN tncinterne co. 


=Established 1937 


$10.00 


steel Less nozzles, 


sturdy 


strainers, 
adapters and adapters. 
strainers; 1%4” MPT test 


gauge 0 to 300 PSI; gauge 
adapter 44” FPT to %4” MPT; 
Delavan Nozzle Tool; noz- 
zle parts brush; and double 
open-end wrench 5%” and 34”. 
See it at your jobber’s NOW. 








DES MOINES 9, 





WT 


IOWA 








J. Carthaus, Deep Rock Oil Co., Chicago, 
Ill.; Royal E. Decker, Plymouth Oil Co., 
Detroit, Mich.; W. T. Dinkins, Richfield 
Oil Corp., Los Angeles, Calif. 

J. E. Dyer, Sinclair Refining Co., New 
York, N. Y.; S. B. Eckert, Sun Oil Co., 
Philadelphia, Pa.; F. E. Fankell, Puritan 
Oil Co., Rapid City, S. D.; Walter L. 
Faust, Socony-Vacuum Oil Co., New 
York, N. Y.; H. E. Hanson, Standard Oil 
Co. (Indiana), Chicago, Ill.; C. Z. Hard- 
wick, The Ohio Oil Co., Findlay, Ohio; 
John Harper, Harper Oil Co., Inc., Long 
Island City, N. Y.; A. M. Hughes, Phillips 
Petroleum Co., Bartlesville, Okla.; Car! 
R. Jonswold, Arrow Petroleum Co., Chi- 
cago, Ill.; Harry J. Kennedy, Continental 
Oil Co., Ponca City, Okla. 


R. L. Kent, Kent Oil Co., Salina, Kan- 
sas; Jess Knowles, Skelly Oil Co., Kansas 
City, Mo.; P. E. Lakin, Shell Oil Co., 
Inc., New York, N. Y.; H. A. Logan, 
United Refining Co., Warren, Pa.; C. L. 
Mayhall, Anderson Prichard Oil Corp., 
Oklahoma City, Okla.; Joseph L. Nolan, 
Farmers Union Central Exchange, St. 
Paul, Minn.; Ray M. Parker, Hartol Prod- 
ucts Corp., New York, N. Y.; T. S. Peter: 
sen, Standard Oil Co. of Calif., San Fran- 
cisco, Calif.; A. F. Reed, Lion Oil Co., El 
Dorado, Ark.; M. H. Robineau, Frontier 
Refining Co., Cheyenne, Wyo. 

R. J. Rogers, Indiana Independent Petr. 
Ass’n., Indianapolis, Ind.; W. F. Roth, 
Standard Oil Co. of Ky., Louisville, Ky.; 
R. L. Saunders, The Texas Co., New 
York, N. Y.; J. W. Scott, Buckley & Scott 
Utilities, Inc., Watertown, Mass.; A. A. 
Stambaugh, The Standard Oil Co. 
(Ohio), Cleveland, Ohio; A. C. Stewart, 
Union Oil Co. of Calif., Los Angeles, 
Calif.; Jesse Stickel, Crown Central Pe- 
troleum Co., New York, N. Y.; Hugh L. 
Thatcher, Thatcher Oil Co., Chattanoo- 
ga, Tenn.; H. B. Van Cleve, Maritime 
Oil C., New York, N. Y.; W. W. Van- 
deveer, Allied Oil Co., Cleveland, Ohio. 

Burl S. Watson, Petroleum Advisers, 
Inc., New York, N. Y.; C. B. Watson, 
The Pure Oil Co., Chicago, IIl.; Frank A. 
Watts, Humble Oil and Refining Co., 
Houston, Texas; Russell S. Williams, In- 
dividually Branded Petroleum Ass’n., In- 
dianapolis, Ind.; Wayne C. Yeager, The 
Atlantic Refining Co., Philadelphia, Pa.; 
K. W. Yeates, Wasatch Oil Refining Co., 
Salt Lake City, Utah; *C. M. Gile, Gulf 
Oil Corp., Pittsburgh, Pa.; *B. I. Graves, 
Tide Water Associated Oil Co., New 
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POLO 


FORMERLY "RYSTROM" 


OIL BURNER FUEL 










NEW FEATURES! 
EASY TO INSTALL... 

EASY TO SERVICE... 
IDEAL FOR REPLACEMENT 


POLO (formerly “Rystrom’”) PUMPS are designed 
and built to reduce the troubles commonly encountered 
by dealers and their service men. For example, the 
entire pump can be disassembled, if necessary, with 
only two tools—a screw driver and a set-screw wrench. 
For anotner example, the valve assembly can be quickly 
removed with a screw driver and the fingers... there 
are no press fits. The strainer consists of four concen- 
tric cylinders of fine-mesh monel screen, made up in a 
cartridge form that is easy to remove and easy to clean. 
Piping is simple, with all connections brought out to 
convenient locations. With adapter flanges, POLO 
PUMPS are ideal as reliable replacement units for the 
majority of existing burners. You get Performance 
Plus with POLO PUMPS. 


Cutaway Views 
Model 12 







Write for 
Descriptive 
Bulletin 


POLO PUMP CO. 


Formerly Rystrom Engineering Company 


ILLINOIS 


fueloil 
¢ o// heat 









POLO, 





NEW IDEAS! 
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HIGH 
PRESSURE 


HYDRAMOTOR units simplify your 
control valve installations. For commer- 
cial and industrial applications. Control 

light and heavy oils, gas, steam and 
water. Two-wire, current failure, nor- 
mally closed, single seated. Have ample 
power and handle pressures up to 300 
P.S.I. Gear trains are completely elim- 
inated. Minimum number of moving 
parts are lubricated and sealed in oil 
for life with little effect from ambient 
temperatures. 


FOR COMPLETE SPECIFICA- 
TIONS on motor-operated and other 
automatic temperature, pressure and 
flow controls write for the new 1946 
Catalog 52C or contact Factory Branch 
or Distributor near you. 


GENERAL |G/| CONTROLS 


801 ALLEN AVENUE GLENDALE 1, CALIF. 


MOTOR VALVE 



























FACTORY BRANCHES: PHILADELPHIA * ATLANTA * BOSTON * CHICAGO * DALLAS 
KANSAS CITY ¢ NEW YORK ¢ DENVER * DETROIT * CLEVELAND * PITTSBURGH 
HOUSTON * SEATTLE * SAN FRANCISCO ° DISTRIBUTORS IN PRINCIPAL CITIES 
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York, N. Y.; *R. W. McDowell, Mid- 
Continent Petroleum Corp., Tulsa, Okla.; 
*W. K. Warren, Warren Petroleum 
Corp., Tulsa, Okla.; *E. V. Weber, Eu- 
reka Oil Company, Cincinnati, Ohio. 





*API Directors. 


Building Authorizations 
Go Over 820,000 Units 


AUTHORIZATIONS for construction of new 
permanent houses and apartments under 
the Veterans Emergency Housing Pro- 
gram totaled 820,239 from January 15 








through November 1, the National Hous- 
ing Agency has reported. 

In the last five weeks period 68,524 
units were added. 

These figures are exclusive of conver- 
sions and agricultural and temporary re- 
use housing for veterans. 

Issuance of the HH priority ratings in- 
dicate a private builders’ intention to pro- 
ceed with construction within 90 days, 
and often there is a time lag between issu- 
ance and actual start of construction. 

Authorizations granted for new per- 
manent units to be built for sale total 











This hose is a must if you want 
to profit by quick, efficient, /ow- 
cost fuel oii deliveries. Patented 
wire-reinforced construction, in- 
corporating an oil-proof “Syn- 
plastic” tube, assures maximum 
inside diameter at all times, even 
when hose is partially reeled or 


“NEWTYPE CORD” Fuel Oil Hose 


extended around sharp bends. 
Tough red cover withstands plen- 
ty of abrasive wear. Its lightness 
of weight and extreme flexibility 
make it easy to carry out and re- 
reel. Available in all standard 
sizes and required lengths. 


Contact Our Nearest Branch or Main Office for Details. 












Factory—Trenton, N. J. 
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THE GOODALL-WHITEHEAD COMPANIES 


Philadelphia * Trenton * New York * Chicago ° Pittsburgh * Boston 
Los Angeles * San Francisco * Seattle * Salt Lake City * Houston 


WE ARE 
PARTICIPANTS IN THE 
| OWNERSHIP AND OPERATION 


oF 
NATIONAL SYNTHETIC RUBBER 
CORPORATION 






Established 1870 








€75,G32, and those for rent total 203,270. 
Some units are listed as either for sale 
or for rent and therefore appear in both 
classifications. The proportion of rentals 
is raised considerably when the temporary 
re-use and converted units are added. 

Of the permanent sales units approved, 
34.4% are to sell for less than $6,500, 
and 34.6% of the rental units will rent 
for less than $50 a month (not including 
utilities) . 

The Pacific Coast States continue to 
lead the country in volume of priorities 
issued with 163,549 units. 


© 


U. S. Department of Labor 
Fueloil Prices August 


FIELD INVESTIGATORS for the Department 
of Labor monthly check prices of princi- 
pal fuels in several cities in each section 
of the country. Getting retail quotations 
from various supplies in each market, the 
prices are averaged and published. Those 
in the table that follow were taken Sep- 
tember 15 (cents per gallon) : 


Range No.1 No.2 No. 3 


Boston 10.12 9.94 8.63 8.70 
Bridgeport 10.00 8.85 
Fall River Ae 9.25 
Manchester 11.04 9.40 
New Haven 10.30 .. 9.00 
Portland, Me. 10.00 9.90 8.60 
Providence 9.95 9.80 8.60 
Buffalo 10.93 10.98 10.40 10.40 
Newark , 9.60 8.60 8.60 
*New York ss | S95 a 
Philadelphia -. 9.46 8.43 8.42 
Rochester 11.10 10.96 9.68 9.80 
*Chicago 8.87 8.36 8.36 8.36 
** Cleveland i. SOS oa. 9:06 
** Detroit a. = O2T 8:16 8.24 
*Des Moines .« 887 8:36 8.55 
*Kansas City :. 8.49 7.98 7.85 
Milwaukee 9.80 9.30 8.80 8.80 
Minneapolis 9.40 9.40 8.70 8.70 
Omaha «2 “8:70 -$:20 8.20 
St. Louis 9.45 8.92 8.36 8.36 
St. Paul 9.40 9.40 8.70 8.70 
Baltimore 9.45 8.60 
Norfolk 9.60 8.25 
Richmond 9.90 8.60 
Washington 9.90 9.00 
Charleston, S. C. - 10:85 8:60 ate 
Jacksonville 9.85 9.42 we 
Savannah . 11.20 9.90 9.90 
**New Orleans 10.12 8.45 8.42 
Portland, Oreg. 9.80 8.30 oe 
***San Francisco .. 9.22 7.69 4.48 
** Seattle «ss 10.42 “8.87 = 





* Price includes 2% sales tax. 
** Price includes 3% sales tax. 
*** Price includes 214% sales tax. 
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Give Them a Clean System Free 
from Leaks with These RC Products 


STOP LEAKS 


with 


RC OIL SEAL 


Remains semi-plastic 
insuring positive seal 
against vibration and pressure. Can 
be used with or in place of gaskets 
and on all threaded connections. 
Non - breakable plastic container 
with handy brush-in-cap makes RC 
Oil Seal easy and economical to use. 
Free sample on request. 


CLEAN SYSTEM 


with 
RC Water Conditioner 
RC Sludgeout 


RC 
Sootout 








RC WATER CONDITIONER neutralizes alka- 
linity in make-up water. Cleans boiler in- 
terior and keeps piping, traps, and siphons 
free from clogging — insuring efficient 
heating. 

RC SLUDGEOUT removes and prevents sludge 
formation. Provides protective coating 
against caustic action on tank walls and in 
feed lines. 

RC SOOTOUT removes the most common 
cause of heat transfer loss in oil-fired boilers 
safely and economically. Easy-to-use pow- 
der form. 


RC Products Are Manufactured by 


Ridgefield Chemical Products 
Company, Incorporated 
Ridgefield 1, New Jersey 


Distributor Territories Now Available 











Larger Steam Systems 
(Continued from page 50) 


this. The orificing can be made to give un- 
derheating and overheating, as the owner 
desires, in any rooms. 


Fifth, trouble caused by steam blowing 
past defective radiator traps can be large- 
ly eliminated, especially if the radiators 
are oversize and the trap bodies stay so 
cool after the orificing work is done that 
only air and relatively cool condensate 
flow through the radiator traps. 


Sixth, in systems where vacuum pumps 
are used and there has been trouble of con- 
densate flashing into steam after leaving 
the radiator traps, such trouble is elimi- 
nated by installing the orifices. 


Seventh, the practically simultaneous 
flow of steam into each radiator, given by 
the orifices, results in excellent distribu- 
tion of steam in the building with shorter 
‘‘on” periods for the oilburner than usual- 
ly give good steam distribution. As far as 
good steam distribution is concerned, 
‘‘on”’ periods as short as ten minutes often 
may be used. From this aspect as well as 
from the aspect of employing a lower fir- 
ing rate which gives steadier running of 
the oilburner, comfort is improved great- 
ly through use of the orifices, since short 
“on” and “off” periods provide steadier 
heating. 

Not every building which is heated by a 
two-pipe steam plant has oversize radia- 
tors, to be sure, and an equipment dealer 
should bear in mind that the maximum 
benefits of orificing as applied to oilfiring 
are enjoyed only where the radiators are 
oversize. For those buildings which have 
ordinary two-pipe steam plants and radia- 
tors considerably oversize, and there are 
many such buildings, installing the orifice 
discs in the radiator feed valves provides 
an easy and inexpensive way to greatly 
improved oilheating and considerably 
lower oil bills. 

¢$ 


Norman A. Buckley has been added as 
a Special Research Assistant to the re- 
search staff of the warm air research pro- 
gram being conducted at the University 
of Illinois by National War Air Heating 
and Air Conditioning Association. He 
has been assigned the task of directing 
laboratory investigations in air flow, heat 
transfer and furnace blower research. 











Ask to See It! 


JUST OUT! 





AUDELS OIL BURNER 
GUIDE=A new practical, 
concise treatise, 384 pages 
—31 Chapters—321 Diagrams 
and Illustrations—covering Domestic ond Indus- 
trial Oil Burners. New from Cover to Cover. 
Gives practical inside working knowledge of 
theory, construction, installation, operation 
testing, servicing and repair of all types of oil 
burners. Includes electrical hook-ups and 
wiring diagrams of automatic control systems. 
Step up your own skill with the facts and figures of 
your trade. Audels Mechanics Guides contain Prac- 
tical Inside Trade Information in a handy form. 
Fully illustrated and Easy to Understand. Highly 
Endorsed. Check the book you want for 7 days 
Free Examination. 
Send No Money. Nothing to pay postman. 


Pe -—— CUT HERE ——- oy 


MAIL ORDER 


AUDEL, Publishers, 49 W.23 St., NEW york 


ordered and 
mail$1i a each book until I have 
—_ paid price. 


OIL BURNER GUIDE, 384 Pages . 
REFRIGERATION & Air Conditioning. 1280 Pgs. 4. 
POWER PLANT ENGINEERS Guide, 500 Pages. 4. 
PUMPS Hydraulics & Air Compressors, 1658Pgs. 4. 
WELDERS G Pages * PRR ap 1. 
BLUE PRINT Y READING 16Pages. |. 
SHEET METAL WORKERS Handy Book, 388 Pgs. 
SHEET METAL PATTERN LAYOUTS, 1100 Pgs. 
AIRCRAFT WORKER, 240 P; a Be aeltats 
MATHEMATICS & CALCULATIONS, 700 Pgs. . 
MACHINISTS Handy Book, 1600 Pages . . . 


DIESEL ENGINE MANUAL, k fo80 F 
MARINE ENGINEERS Handy Book 
SHIPFITTERS Handy Book, 272 Pag eS 
MECHANICAL DRAWING COURSE, oT60 Pages 
MECHANICAL DRAWING & DESIGN, 480 Pgs. 
MILLWRIGHTS & Mechanics Guide, ‘1200 7 
pag iobly & Builders Guides (4 vols.) . 
MBERS & Steamfitters Guides (4 vols.) . 
MASONS & Builders Guides (4 vols.) . 
pry PAINTER & DECORATOR, 320 Pes 
ARDENERS & GROWERS GUIDES «4 3 
ENGINEERS and Mechanics Guides 
Nos. 1, 2,3, 4, 5, 6, 7 and 8 complete 
Answers on Practical ENGINEERING . - 
ENGINEERS & FIREMANS EXAMINATIONS. . 
ELECTRICIANS age ya 250 Pages . 
WIRING DIAGRAMS, 210 0 Pages | See 
ELECTRICAL DICTIONA Terms 
ELECTR 1k pot POWER CALCULATIONS. 425 Pgs. 2. 
HANDY BOOK OF ELECTRICITY, 1340 Pages 4 
BADIOMANS GUIDE, 914 Pa ® er a I 
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Sherwood on Gas Competition 
(Continued from page 60) 


In the matter of fully automatic fuel 
delivery, I believe that this can be accom- 
plished to so closely duplicate the auto- 
matic fuel delivery with gas that the cus- 
tomer will not know the difference. In the 
case of our own Company, all of our in- 
stallations are equipped with Ventalarms. 
Our trucks make delivery based on the de- 
gree day system, and in 95% of our in- 
dividual cases the customer does not know 
that delivery is made, unless he happens 


to see or hear the truck. Our driver does 
not ring the door bell, nor does he leave a 
ticket after delivery. He does not enter 
the basement to measure the tank. He 
simply hooks up his hose, pumps until the 
whistle stops, and then moves on. Our 
trucks are equipped with ticket printing 
meters, and after the delivery computa- 
tion is entered on the ticket, it goes back 
to the plant, and is then mailed to the 
customer. 

We come now to the overall Industry 
matter of cooperation and joining together 
in presenting oil heat to a local com- 











One Picture Is Worth 
Ten Thousand Words... 





Silent-Flame Oil Burners are the product of 29 years of 
oil heating experience. 
Models from 1 gallon-per-hour to 20 gallons-per-hour. 
Standard Equipment. 


Precision Built. 


SILENT-FLAME MFG. CO., Inc. 


807-15 Zerega Ave. 
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New York 61, N. Y. 





munity. Good strong competition between 
oil heating interests is highly desirable. 
Each one should carry on an aggressive 
advertising campaign. The sum total of 
this campaign piles up, and the public gets 
the impression that oil heat is the out- 
standingly acceptable automatic heating. 

We happen to have, in Baltimore, a 
background of experience in this connec- 
tion which seems to have produced results. 
In 1932 the Gas Company was giving us 
plenty of trouble. We then had two major 
operators enter the field, who reduced 
prices and gave five year free service and 
free parts warranties. We grew immedi- 
ately. The Gas Company almost stopped 
in its growth. 

Now, getting to the new builder field 
we find that an oil fired winter air condi- 
tioning unit with duct work costs the 
builder about $625.00. An equivalent gas 
installation costs him about $552.00. The 
Gas Company in Baltimore does other 
things, such as rendering engineering and 
sales assistance to the equipment man and 
the builder, and they also run gas mains 
into new developments free of charge. 


Public Preference 


Obviously, the builder’s cost inclination 
is to install gas, but whether he installs 
gas or oil depends very largely on what 
the public wants when they buy the new 
house. Will the builder pay $73.00 more 
in his house cost to provide oil instead of 
gas? That depends upon public -accept- 
ance. It is, as we have already proven, to 
the buyer’s advantage to choose oil, to the 
extent of about $23.00 per year. 


In Baltimore, fortunately, we have built 
up a high acceptance for oil heat, and the 
new house buyer knows it to be more eco 
nomical. He knows it to be reliable. He 
has not been confronted with the prob- 
lem of purchasing the equipment initial- 
ly, and the builder finds that the house is 
more salable with oil heat than with gas. 


The Gas Company is, however, making 
a strong and strenuous effort to get back 
into this field again, and we have got to 
be very much on our toes all the time to 
realistically meet him at every turn. 

I believe that oil heat can accept the 
challenge of gas and come out victorious, 
but, it means that oil heating has got to be 
presented in a mighty fine package, backed 
up with absolutely reliable service, both 
as to equipment and oil delivery, and the 
integrity of sponsoring organizations. 
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COUNTERFLOW AIR CONDITIONING UNITS 


OIL BURNERS 
UNDERGROUND FUEL TANKS 
BASEMENT FUEL TANKS 
BLOWER UNITS 
TRUCK TANKS 










CERTIFIED FURNACE CO. 


STAINLESS & STEEL PRODUCTS CO. 
1000 BERRY AVE. ST. PAUL, MINN. 



























DEGREE DAY TABLES 
——\_ONE MONTH ONLY——-—— ————SEASON TO DATE al RAI $ $ ; 
October Percent (Sept. 1 to Oct. 31) Percent 
Normal 1945 1946 Change* Normal 1945 1946 Change* FILTERS 
410 502 345 —15.9 Albany 526 613 436 —17.1 
130 128 109 —16.2 Atlanta 142 128 123 —13.4 STRAINERS 
230 206 134 —41.7 Baltimore 264 225 «#145 —45.1 PUMPS 
338 «6368 «= 234. ~ —30.8 Boston 436 439 297 —319 a 
40 “40° 272 339 Buffalo 535 595 381 —288 Keep Fuel Oil Lines 
334 424 224 ~—32.9 Chicago 418 552 307 —26.6 Open and Active 
274 292 155 —43.4 Cincinnati 326 315 169 —48.2 
354. 407 223 —37.0 Cleveland 446 483 235 —36.1 
70 75 47 —32.9 Dallas 75 93 47 —37.3 Year-in, year-ou? perform- 
4159 345) 5521) = +425.5 Denver 539 «#576 620 +15.0 ance proves the skill of 
357 386) S—- 275. ~——22.9 Des Moines 456: 534 378 —17.1 B rer 
387 433. 228 ~—41.1 Detroit 496 542 313 —369 KRAISSL engineering design 
433. 462 242 —44.1 Grand Rapids 559 612 336 —39.9 and the honesty of KRAISSL 
368 «432 «278 ~—24.5 Hartford 474 509 330 —30.4 intinsieeiliitailatiaie 
601 486 814 +35.4 Helena 889 865 1127 +268 
27 33 13. —51.9 Tiuaeain Mahe 33 134 Class 72 Strainers and Filters 
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298 332 442 +48.3 Portland, Ore. 407 «470 «598 8374 | See 
363 408 273 —24.8 Providence 467 485 323 —30.8 we pump 
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372, 359 483) +-29.8 Seattle 546 581 633 +15.9 engineers—literature and prices on request. 
369 452 249 —32.5 Toledo 467 +544 328 —29.8 295 WILLIAMS AVE. 
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Fox on Fueloil Branding 
(Continued from page 60) 

the full potentialities of oil heating can 
be more nearly realized in actual use. To 
raise the efficiency of combustion from 60 
per cent to 75 per cent would produce a 
saving equivalent to a reduction in the 
price of fuel oil from 9 cents a gallon to 
7.2 cents. The possibilities of effecting oil 
heating economies seem to be greater in 
burner design than in lower fuel oil prices. 
The petroleum chemist has a real re- 
sponsibility of passing on basic research 
data on the burning of distillates to the 
engineers of oil burner manufacturers. 

I believe that there are quite a number 
of other ways in which large petroleum re- 
finers can and should assist the dealers and 
distributors of oil heating, and since other 
speakers have touched on the importance 
of oil burner service, I will use that as 
one illustration. The oil refiner, through 
his frequent contacts with the actual mer- 
chants of oil heating and his much greater 
share of the oil heating dollar as compared 
to the oil burner manufacturer, has a re- 
sponsibility not only of ercouraging bet- 
ter burner service but also of providing 
definite assistance in making it available. 
He should use his laboratories, technicians, 
and training experts to make training aids 
and courses available to service men. If 
you question the need for such training 
aids, I would suggest that you let your 
own distributors and dealers answer. A 
word of caution, however, from the com- 
pany I represent: you had better be well 
prepared with textbooks, charts, slide 
films, demonstration equipment, class 
rooms, and above all, a sufficient number 
of competent lecturers, or you will be 
swamped. 

I have touched on only a few of the 
more important things a refiner should do 
towards wrapping up the oil heating busi- 
ness in a more saleable package if he is 
really interested in oil heating. After that 
is done there is still the problem of selling 
it to the public. Notwithstanding the sell- 
ers’ market we are experiencing today, 
there is reason to believe that the produc- 
tive capacity of this oil heating industry 
will soon outstrip any ordinary demand. 
Such is the history of every industry in 
this country. The high standard of heat- 
ing comfort and convenience to be ob- 
tained from oil heating will have to be 
sold to millions of people. We are not 
only competing with other types of fuels 


but we will also be competing with other 
durable goods industries for the limited 
amount of dollars in the hands of great 
numbers of people. We must tell this 
story of oil heating in a simple manner— 
but effectively. It seems to me the adver- 
tising of a branded fuel oil is the most 
practical manner for an oil refiner to as- 
sist in promoting oil heating. 

Our Advertising Department has fur- 
nished me with data indicating that the 
consuming public prefers to buy branded 
products. I am not going to bore you-with 
a lot of statistics on this subject, but will 
give you a few of the conclusions drawn 
from experience and many consumer sur- 
veys. 

1. The public has demonstrated time 
and again that it wishes to select product 


PURE 


CHAS £ RUSS 


Fuel Oil. 


KIERNAN 


and services through brand or trademark 
identification. It is not interested in tech- 
nical specifications and has little conf 
dence in any governmental bureau rating 
system. 

2. A well established brand name is 
synonymous with a “Quarity Product” 
in the minds of most consumers. 

3. Most people assume branded prod: 
ucts are of uniform quality—largely be- 
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Over a third of a Century 
FAITHFUL PERFORMANCE 


KRESKY offers future 
profits to DEALERS 


A pioneer among oil burners Kresky finds such 
an unprecedented demand today that we are 
forced to limit shipments to old established 
dealers. Nevertheless new franchises are being 
granted now to farsighted dealers who see in 
Kresky’s present oversold condition the prom- 
ise of future opportunity. * The versatile 
Kresky line isa year round money maker due 
to its wide applications — heating, cooking and 
industrial. It includes Conversion Burners, 
Floor Furnaces, Forced Air Units, Range Burners 
and Water Heaters. Write for Kresky Dealer Plan. 


HEATING © COOKING e HOT WATER @e INDUSTRIAL 


Listed by 
Underwriters’ Laboratories, Inc. 
To Burn No. 3 Oil 
(Diesel) or lighter 




















KRESKY MANUFACTURING COMPANY 
Pioneers in Oil Burning Equipment Since 1910 


PETALUMA, CALIFORNIA 
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GORTON SYSTEM 4), 
f 
Equalizing fre Vaporizing 
Existing Steam Heating Systems 
for 
Automatic Heating 





: 





Guaranteed to heat all radiators 
evenly and quickly on 4 to 8 ounces 
vapor pressure—no piping changes 
required. 





Prompt Shipments 





Write for new Bulletin No. 114 
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GORTON HEATING CORP. 


Since 1887—Mfrs. Heating Equipment 
CRANFORD NEW JERSEY 
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The Viking Pump Company is represented by a nation-wide sales 
and service organization in key cities from coast to coast... from 
Canada to the Gulf. Is your pumping installation operating at high 
efficiency? Do you have a pump maintenance problem? Write or 
call the Viking representative nearest your plant for service. 


CHICAGO 6 BALTIMORE 1 LOUISVILLE 2 
P C. W. Dennis Wallace Stebbins Company Neill Lavielle Supply Ca 
$49 W. Washington Blvd jes & Lombard Sts, 50S W. Main St 
Phone State 6819 BIRMINGHAM MEMPHIS 2 
13 Pump Shop, Inc. J. E. Dilworth Co, 
J. A. Sinden 1015 7th Ave. So, $47 South Front St. 
310 Marshall Bldg, BOISE 1 
Phone Cherry 0687 ~or _ Ca Leon C. Gadbois 
APOLIS mon Se 2524 University Ave. SE 
C. D. Sadler BOSTON 10 NEW ORLEANS 12 
207 Pennway Building Hayes Pump & Mach. Co. M Pump & Mach. Ca, 
Phone Lincoln 4788 125 Purchase St. "a3 Howerd A. 
KANSAS CITY 6 BUFFALO 10 SEEN 
P. |. Pinney Root, Neal & Company PHILADELPHIA 30. 
601 Pickwick Building P.O. Box 19, Station D Walter H. Eagan Co. 


Phone Harrison 8033 
LOS ANGELES 21 
E. E. Burton 
2040 So. Santa Fe Ave. 
Phone Kimball 4470 
MILWAUKEE 3 
C. F. Mullens 
610 West Michigan St 
Phone Daly 0807 


-rbert Fuhrer 
1841 Broadway at 60th St 
Phone Circle 7-3324 





CHARLOTTE, N. C. 
Southern Pump & Tank Ca 
1730 No. Tryon St. 
DENVER 
Eaton Metal Prods. Co. 
4800 York Street 
also Albuquerque, Pueblo. 
Billings and Omaha 
DENVER 


Hendrie-Bolthoff Co, 
1635 17th Street 
ETR 26 


Southern Eng. & Pump Ca, 
900 St. Charles St. 
alias, San 


2336-38 Fairmount Ava, 
PITTSBURGH 22 
Power Equipment Ca, 
Oliver Building 


RICHMOND 
O'Neill Pump & Engrg, Ca 
601 E Franklin St. 
RICHMOND 


Richmond Engineering 
7th and Hospital Sts. 


SAN FRANCISCO 19 






CEDAR FALLS IOWA 








cause such products are uniformly pack- 
aged and come in containers of uniform 
size. Uniformly painted fuel oil trucks, 
big brand name display, meter service and 
the assurance of “full measure” do the 
same job for a branded fuel oil that a uni- 
form, branded container does for a can of 
beans. It implies uniform quality and 
builds public confidence in both the prod- 
uct and the dealer selling it. 

4. Instinctively, the public associates 
branded products with stability and safe 
financial backing. 

5. People like to know what they are 


getting. When they buy a branded prod- 
uct, they know what they are getting. 
Result: Greater consumer satisfaction— 
acceptance before they even buy the prod- 
uct—less chance of complaint about the 
product—less chance of the merchandise 
bouncing back in the dealer’s lap. 

6. The moment a nationally known 
concern puts its brand name on a product, 
that name carries the assurance that the 
manufacturer is standing back of the 
product as well as the dealer selling it. 
Result: The public naturally has more 
confidence in that product. 





Operator Closes 4 


—the reason Tide Water selected Tri-Rotor Pumps by Yale & Towne 


@ Because it is the only low pressure 
pump having a positive displacement 
against which the discharge line can 
be closed without requiring a relief or 
by-pass valve in the line, the Bayonne 
Refinery of Tide Water Associated 
Oil Company selected the Yale & 
Towne TRI-ROTOR Pump for filling 
lubricating oil drums. The variable 
volume control feature eliminates need 
for relief valve or by-pass in line. 

In another Tide Water installation, 
a Tri-Rotor Pump is used in filling 


Valve against Pump 





characteristics of a piston pump, TRI- 
ROTOR also offers the high volu- 
metric efficiency of a rotary pump. 
Variable volume control also reduces 
over-heating, chewing, foaming or 
agitating the product. With only three 
moving parts, maintenance is kept at 
a minimum. 


Variable Volume—optional for all 
truck 
G. P. M. to 200 G. P. M. 





Three head styles: Solid, By-Pass, 
ump installations. Sizes—5 


Send specifications for your pump 


grease drums. 
In addition to the positive handling 


requirements to the Yale & Towne 
Manufacturing Company, 213 Henry 
Street, Stamford, Conn. 


ECONOMICAL—Rotary Action ¢ PROTECTIVE—Piston Action 
ONLY YALE GIVES YOU BOTH IN ONE PUMP 





~YALE~ 


PUMP DIVISION 





MAKERS OF THE FAMOUS YALE LINES OF 
LOCKS, HARDWARE AND INDUSTRIAL TRUCKS 
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7. Brand names of fuel oils build up 
wider and quicker recognition of oil heat- 
ing—particularly when they are widely 
advertised, promoted, and displayed. 

8. A well established, well publicized 
brand name is easier for the dealer’s cus- 
tomers to remember—easier for the dealer 
to sell. 

9. Strong product identity—through 
both national and local advertising— 
means stronger competitive advantages 
for the dealer. 

10. The moment a product is branded, 
it offers big opportunities for advertising, 
promotion and display that no unbranded 
product offers. No one, for example, has 
ever heard of a campaign plugging good 
old “#2 Fuel Oil.” 

11. National or regional advertising 
provides the means to a refiner to tell a 
uniform story. 

12. A brand name offers the dealer op- 
portunities for big name displays on his 
trucks, buildings, equipment, road signs, 
billboards, letterheads, billheads and en- 
velope stuffers. Displaying anything as 
nebulous as “#2 Fuel Oil” just isn’t done. 

These established reasons for branding 
a product apply equally as well to home 
heating oils as any other product. Certain- 
ly, it.is just as important to brand the 
fuel oil as to brand the oil burner. A fuel 
oil brand backed up with aggressive ad- 
vertising and sales promotion provides a 
wider public recognition for the oil heat: 
ing dealer and his products—more cus 
tomers, more sales, heavier volume, great- 
er profits. 

Stili more important is the cumulative 
effect of all the campaigns of a number of 
companies to build consumer acceptance 
for their fuel oil brands. I have seen the 
campaigns of four or five large refiners 
this year and each has headlined the ad- 
vantages, comfort and satisfaction to be 
obtained from oil heating. I would like 
to repeat here a paragraph from Mr. 
Sherwood’s talk. 

“We come now to the overall Industry 
matter of cooperation and joining to 
gether in presenting oil heat to a local 
community. Good strong competition be- 
tween oil heating interests is highly desir- 
able. Each one should carry on an ag’ 
gressive advertising campaign. The sum 
total of this campaign piles up, and the 
public gets the impression that oil heat is 
the outstandingly acceptable form of auto 
matic heating.” 
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Disperses these enemies of SLUDGE ' 1cr 
jas food cobain mck oe SA AD Increases Heating Efficiency 
tire tank of oil UNIFORM GUMS > 
: AND USABLE! — Simply apply E-Z, and the 
ihe ¢ Prevents clogging of lines and strainers. soot in fire chamber and 
FUELTONE Improves atomization, starting and gen- flues vanishes instantly. 
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' ron sueerat® oot cuts down heating efti- 
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While the oil heating industry has great 
responsibilities in providing an essential 
public service, it is not a public utility in- 
dustry. It is not practical or desirable to 
use the methods of public utility compa- 
nies. In no other industry is competition 
more keen than between oil burner manu- 
facturers and between fuel oil refiners and 
between their dealers and distributors. 

Within such a competitive system, the 
most practical method for a fuel oil re- 
finer to promote oil heating is to brand 
his product and back that brand with an 
aggressive promotional program. 











YEARS OF 
EXPERIENCE 
TAUGHT ME 


THATS 
WHY | RECOMMEND ONLY 


LEVELOMETER 
Jamk Gauges 


These trustworthy gauges eliminate 
guess work and offer convenient remote 
readings...as well as assuring greater 
protection against overflowing oil tanks. 
Consequently, Levelometer tank gauges 
save service calls and offer greater cus- 
tomer satisfaction all around. Little won- 
der, Levelometer is the choice of dealers 
who insist upon dependable oil tank 
gauges. 


Midget LEVELOMETER 
Lowest priced Remote 
Reading Gauge built 





“Liquids Worth Storing Are Worth Measuring” 


rue LIQUIDOMETER core 


J6-I9SKILLMAN AVE., LONG ISLAND CITY, N.Y 
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Many Gas Utilities 
Refusing Heating Jobs 


GAS UTILITIES in at least two dozen cities, 
Buffalo the most recent, have found it 
necessary to refuse further customers for 
home heating until such time as they can 
enlarge their facilities for either making 
or distributing the fuel. With the manu- 
factured gas companies the restriction in 
most cases will last for only about six 
months, to put them past this heating sea- 
son. The natural gas companies are less 
fortunate, for they must run new lines 
from the distant fields and in some in- 
stances this will take three years. 


The fact that these utilities have had to 
shut off taking new customers works to 
the advantage of oilheating in two ways. 
More oilheating jobs can be installed in 
the strong gas areas while gas is tempo- 
rarily stymied; more important, the effects 
of this winter’s gas restriction may be re- 
membered for a long time by gas heating 
users and gas heating prospects, for it 
spotlights the fact that gas as a fuel is 
vulnerable to supply shortages because it 
is confined by the dimensions of a pipe 
which can get overloaded. 


Two New York utilities, Consolidated 
Edison and the Westchester Lighting 
Company, have petitioned the Public Ser- 
vice Commission for permission to in- 
crease the heating value of their gas from 
the present 537 Btu to 600 Btu, and in- 
crease rates in proportion. It was argued 
that present adjustments of gas burning 





CUTS INSTALLATION COSTS 
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Only oil-burning boiler delivered with con- 
trols, burner and circulator mounted and 
wired at factory! You just “pick it up.. 
set it down... plug it in!” 
Actrite Equipment Company, 
Didnibusor: 768 St. Paul St., W., Montreal 3,Can. 
PENN BOILER & BURNER MFG. CORP. 
LANCASTER, PENNSYLVANIA 


equipment would not have to be changed, 
but that 14 per cent less gas would be used 
to do the same job. The resulting reduc- 
tion in volume of gas required, it was indi- 
cated, may enable the utilities to supply 
gas to an estimated 4,300 new users of gas 
for space heating who will be on the com- 
panies’ lines this winter. It also was 
pointed that the increase in heat value 
would save the companies about $4,000,- 
000 in improvements on the distributing 
systems. 











Different! 
Exclusive! 
Field Tested! 





with 


“ BAFFLED CONTROLLED AIR ” 


This patented Burner baffle con- 
struction and design featuring, 
“BAFFLED CONTROLLED AIR,” 
creating an economical “NEW 
QUIET FLAME PRINCIPLE,” is 
a money maker, an ideal Burner 
for mass sales. 


Available for hot air furnaces and 
flanged boiler units. Capacity %4 
gal. to 20 gal. 





Quiet Flame Burner Co. 


3614 E. Tremont Ave. 
New York 61, N. Y. 
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NOW 
NATIONWIDE SALES AND SERVICE 
FOR BALLOFFET NOZZLES 


MADE BY 


DELAVAN ENGINEERING CO. 
DES MOINES, IOWA 


funder exclusive license from Balloffet) 


To facilitate increased sales and 
service, BALLOFFET has ex- 
panded its facilities and ar- 
ranged for DELAVAN ENGI- 
NEERING CO. to manufacture 
and sell BALLOFFET NOZ- 
ZLES throughout the UNITED 
STATES. 


You can be assured of dependa- 
ble, efficient cooperation and the 
same high standard quality prod- 
uct by now ordering your BAL- 
LOFFET NOZZLES from DELA- 
VAN. Literature upon request. 


Precision Drillers since 1870 


BALLOFFET DIES AND NOZZLE C0. INC. 


25 ADA LMS S TREET 








NO MORE 
AIR-BOUND 


RADIATORS 
WITH THE NEW AUTO-VENT 
AIR ELIMINATOR 


Install the No. 27 Auto-Vent Air Eliminator on all Hot Water radiators 
and convectors and release that invisible Air Brake that retards cir- 
culation. As air accumulates in the radiators or pipe lines it is 
automatically vented, assuring perfect circulation throughout the 
system at all times. You get 
more even heat and use less 
ae fuel. 

dx§ reo. eve No. 27 can be installed on con- 
C1 vectors, baseboard radiation 


————e panels, radiant heating coils, 


etc., without the use of an air 
chamber. For pressures up to 
50 lbs. 

suny eneiiteiinidl Ask your jobber 


PLAY SAFE—USE THEM 
ON EVERY JOB 


NO. 27 
AUTO-VENT—— 


\ 
& LP NIPPLE— 











No. 27 Auto-Vent Installed on 
Convector Radiator 








3221 NORTH PULASKI ROAD 
CHICAGO 41 


ILLINOIS 




















DEALERS and USERS ENTHUSE 


OVER THE AUTOMATIC 


TEESDALE ‘si PUMP 


‘‘HEART-BEAT OF THE BURNER’S OIL FLOW’’ 
Capacity 30 Gallons per Hour 
@ Silent and Leak-proof 
@ Vapor and Oil Tight 
@ Trouble-free 
®@ Self-Priming 


@ All Parts 
Interchangeable 


Passed by the 
UNDERWRITERS 
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The FYRITE CO, Indicator at the left, 
with the DRAFTRITE Draft Gauge be- 
low and our 100° to 950°F. Thermom- 
eter, make a handy, economical com- 
bustion testing set that has everything 
you need for oil burner service and 
installation tests. 

Such tests are not only powerful 
selling aids for the alert heating man— 
they are now required by nationally- 
accepted codes such as FHA Minimum 
Construction Requirements, OHI In- 
stallation Recommendations, Massa- 
chusetts Oil Burner Ordinance, and 
Department of Commerce Commercial 
Standards. 

Your jobber can probably show you 
these instruments. If not, send us his 
name and ask for Leaflet 701 which 
gives complete particulars. 





BACHARACH INDUSTRIAL INSTRUMENT CO. 


7000 BENNETT STREET, PITTSBURGH 8, PA, 


MEMBER { yp OIL-HEAT INSTITUTE OF AMERICA 
\ 











So Far, So Good 
(Continued from page 37) 


answer is, we don’t know right now. We 
do know that this case is going to be 
checked into from every angle and we 
have every confidence that, whatever the 
answer, there will be a healthier regard 
for scientific selection on the part of every- 
one concerned. 

One of the fine things about the pro- 
gram is that even when it occasionally 
misses fire, there is a benefit. It results in 
the dealer delving into the subject more 
thoroughly and, when he does, he invari- 
ably gains a greater respect for scientific 
selection and a greater awareness of the 
fact that as much depends upon him and 
his commonsense as on the procedure it- 
self. 


* * * 


As the head of this article says, “So 
far, so good.” 

We are encouraged by the interested, 
intelligent reception dealers have given 
the subject of scientific selection and pre- 
dict nothing but success for it as it ap- 
plies to the business of selling Timken oil 


heating equipment. Both we and our deal- 


ers are learning a lot (and having fun in 
the process), and have even more to learn 
when sales forces again must be added to 
and selling again becomes a matter of 
pushing forward instead of pulling back. 

If others are considering a plunge into 
scientific selection, we say, “come on in— 
the water’s fine.” And we hope others 
will, for just as the general level of any 
sport is raised when good teams compete 
against good teams, so will the general 
level of the oil heating business be raised 
when each individual salesman has been 
intelligently selected and is the best man 
that can be obtained for the job. 
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E. J. Gossett, president, Bell & Gossett 
Co., Morton Grove, IIl., has been ap- 
pointed chairman of the Operating Com- 
mittee, Plumbing and Heating Industries 
Bureau. Martin Weil, president, Weil- 
McClain Co., Chicago, has been reap- 
pointed chairman of the Bureau’s Finance 
Committee. E. N. McDonnell, president, 
McDonnell & Miller, Chicago, Ill., is a 
member of both committees. 


Oilheating Trends 
(Continued from page 11) 
broken within the past month. All of this 


poses a question as to whether the fueloil 
distributor would keep his bulk stocks 
high, average or low. In the cities where 
prices have broken there is considerable 
confusion over what is the best course to 
follow, but the consensus seems to be that 
average stocks, neither high nor low, are 
best. In the cities where prices have not 
broken, 69% of the fueloil distributors 
are keeping their bulk stocks as high as 
possible, obviously anticipating firm fu- 
ture prices. Only 8% are operating with 
minimum bulk stocks, and the remaining 
23% are maintaining average stocks, not 
concerned one way or the other over im- 
pending price changes. 
Dealers Say... 

DEALER COMMENTS: Typical comments 
on the various questions of the month 
are... “We have about exhausted our 
motor and transformer stocks, so are 
pessimistic about burner deliveries in the 
future.” . . . “We have enough service 
work for this winter, so to hell with pay- 
ing these crazy prices for burners and 
tanks; we'll make no more installations 








ALL STEEL, RESIDENCE 
OIL BURNING BOILER 


The tubes of this boiler 
are extra heavy. The 
tube wall thickness is 
one quarter inch, the 
same thickness as the 





The Fuel Oil Conditioner Backed 
By More Than 100,000,000 










GREATER PROFITS! 














Jirusvitle SALES [OMPANY 


50 WEST 50th ST., NEW YORK 
Circle 6-286] 
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> Write for complete details and prices TODAY! 









Paragon Oil Company 
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SATISFY YOUR CUSTOMERS 
AND MAKE MORE MONEY 


eee cAIRE 


» HEAT 
5. CIRCULATOR 
=> FAN 


<3 CEILING MODEL 










gi eran remarkable fan, operating on a revolutionary, 
new principle, provides comfortable temperature for 
hard-to-heat rooms. Prevents wall streaking and air 
stratification. Dissipates odors, smoke and gases like 
magic. 

You can please your customer and increase your pro- 
fits by installing this amazing fan. Operates at slow 
speed without draft. 

Supplied in various sizes in high stand, ceiling and 
table models. Has year-around use. 

Write for prices, discounts and descriptive folder No. 221A. 
Established 1900 


ELECTRIC COMPANY 


2611 W. CONGRESS STREET CHICAGO 12, ILLINOIS 


AUTOMATIC 


HEATING CONTROL 


For 


Apartment 
Houses 


with 


TORK TYMOTHERM 


Thermostats seldom practical in apartment houses; sell 
“scheduled heat” with TORK TYMOTHERM. Provides 
continuous early morning operation to maintain “warm-up” 
period—then changes to intermittent operation to maintain 
comfort economically until night shut-down. For oil, gas, 
or coal. Fully automatic—all operations fully adjustable. 


Model 197N/61R Single pole 115 V, 60 C, 6 Amp $45.00 
Write for Complete Bulletins 


THE TORK CLOCK COMPANY, Inc. 


2 Grove Street, Mt. Vernon, N. Y. 





























RESULTS 
COUNT! 


SIMPLEX OIL HEATING CORP. 
11 Park Pl., New York 7, N. Y. 








COMBUSTION CHAMBERS 





BAFFLES 





Quality Since 1937 


IRON-HIDE REFRACTORY PRODUCTS 
MATAWAN, N. J. 


























The VIKING Water Heater 


most efficient, fully automatic 

fuel-oil burning water heater. 
20—30—45 gallon capacities. Recov- 
ery rates to 45 gallon per hour, 100 
degree rise. White baked enamel with 
black trim. One of Viking’s complete 
line of Furnaces, Space Heaters and 
year round Air Conditioning Equip- 
ment. Write for details. 


THE VIKING MFG. CORPORATION 








1747 Chester Ave. Cleveland 14, Ohio 


J 





We Have 


OIL BURNER IGNITION TRANSFORMERS OF 


110 Volt Primary 
10,000 Volt Secondary 


To trade for Oil Burner Pumps of Clockwise 
rotation. 


LEWIS MANUFACTURING CO. 
214 W. ONTARIO ST. CHICAGO, ILL. 
Phone Diversey 2975 
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until prices drop.” . . . “Things are still so 
tough that we are getting fed up.” 
“Circulators and pipe fittings are extreme- 
ly scarce.” . “All of a sudden there 
seems to be plenty of burners around at 
$150 to $175 complete.” “Oil sup- 
plies in the Pacific Northwest have been 
low, just the opposite to the rest of the 
country, and the season is also consider- 
ably colder than normal.” . . . “Any deal- 
er that will make partial installations has 
no respect for the future of the industry.” 

“The C.P.A. priority system is very 
impractical, and if carried out to the letter 
would put every oilburner organization 
out of business.” . . . “1182 oilburner per- 
mits issued in Philadelphia in October; 
more than half of these are by small oper- 
ators selling very poor equipment. We are 
getting an ordinance through to license 
operators and will put the clamps on a lot 
of these boys.” . . . “We have made about 
12 to 15 new installations with second- 
hand burners just temporarily until new 
burners come in. Otherwise all new ma- 
terial is used in the installation. In this 
case, we request the customer to pay 50% 
of the amount of the contract until the 
new burner is installed. 


Advertising Indicates 

Burners More Plentiful 
WHILE NUMEROUS dealers are still asking 
where they can get some burners, others 
seem to be quite comfortably fixed, based 
on their advertising of recent weeks. In 
New York suburbs numerous dealers are 
advertising burners available for immedi- 
ate installation .. . have been doing it for 
two to four weeks. In a Nov. 11 issue of 
“Newsday,” published in Nassau County, 
N. Y. (Long Island), six burner dealers 
advertised immediate installations. Some 
of them were large, reputable dealers and 
obviously meant what they said. 

About a week later six more dealers 
used the same paper in one day, all offer- 
ing immediate installation, and one speci- 
fying “installation within 7 days.” But a 
new element had appeared in the later re- 
tail advertising. Two of the advertisers 
showed big, black $395 prices in their ads, 
and one offered a complete installation for 
$275. Four of the six advertisers featured 
“No Down Payment—3 Years to Pay,” 
to lure the hesitant prospect into placing 
an order. 

The aggressive trend is far from unani- 
mous, but there are definite and clear signs 


of a growing consciousness on the part of 
dealers that the battle for orders is not far 
in the future. Many areas still are short 
of burners, and most areas are short of one 
or more installation materials. Regardless 
of shortages and their other problems, 
dealers are definitely starting again to sell. 


© 
Express Rates Up 


ON DECEMBER 13, 1946 a new scale of ex- 
press rates will become effective at all 23,- 
000 offices of the Railway Express Agen- 
cy, the company has announced. Based on 
a recent decision of the Interstate Com- 
merce Commission the new rates repre- 
sent increases which are intended to per- 
mit the Express Agency to meet the higher 
wage scales which have been in effect since 
January 1, 1946 and to offset the higher 
costs of materials, equipment and rents. 

New rates will represent an increase of 
20 cents per 100 lbs. on first class and 15 
cents per 100 lbs. on second class rates; 
with increases in minimum and graduated 
charges for packages weighing less than 
100 Ibs. No increase is proposed on rates 
for daily newspapers, milk and related 
products. 
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SKUTTLE 
AUTOMATIC 


IMMEDIATE SHIPMENT 





HUMIDIFIER earthen 
Suen | LOW-WATER CUTOFFS 
Large Inspection Adjustable Collar fits either WATER GLASS 7 212" TYPE 








TYPE 
50 or more $9.50 


Write us for ! 
smaller | 


Door and frame 
may be mounted 
at any location 
on the furnace 
bonnet. 


sloping or vertical 
bonnets. 

Drawn-Steel Vitreous Enamel 
Pan construction is 
entirely without 
welding. No seams 
whatever. 


36 or more $8.50 


quotations on 
: quantities 


With Quick Hook-up Uses 2!/2 close to 6" 
Fittings and Drain Cock Nipple with Drain Cock 


IGNITION CABLE : 50 ass't Solderless 
100" Roll ‘ Ignition Terminals 


= A, $5.50 : $12.50 





Approved 10,000 volts’: No tools needed 


We carry a complete line of controls and accessories 


ATLANTIC | 


BURNER SUPPLY CO., 


“Everything jor the bade" 
100-05 ATLANTIC AVENUE, 
RICHMOND HILL 18, NEW YORK 


"i 
For Greater Humidity, use the 
No. 590 Vapoglas Plates 
with the series 500 
Humidifier. 





Length of pan sizes 
are 12”, 16”, 20”, 24” 
and 28”. Fully adjust- 
able to fit odd sizes. 











DETROIT 
7, MICH. 


4099 
BEAUFAIT 
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MARINE SALES COMPANY 


SALES AGENCY FOR 


Marine Manufacturing Company 
1757-63 N. North Park Avenue 


Chicago 14, Illinois 





A PROFITABLE EASY-TO-SERVICE BURNER 


FOR YOUR FUTURE 


AVAILABLE AGAIN THROUGH OUR DISTRIBUTORS 























Automatic 
Fusible Line Valve 


A combination shut-off valve and fusible 
link for oil burner installations. Self-con- 
tained automatic type—no chain, pulley, 
hook or weight required. Held open by 
fusible device against a spring. Can be 
manually operated—horizontal or vertical « 
position. P 


Globe type valve made from brass bar | 
stock, metal to metal seat and disc con- 
struction. Easily installed—no adjustments 
required. 


Made in %”, 2”, %4” and 1” sizes. 


MOORE and KLING Inc. 


221 High Street Boston, Mass. 











Manufacturers of 


Oil Burner Metering Valves 
with unvarying accuracy of flow 


OIL BURNER DEVICES, INC. 
79 BEACON ST. WORCESTER 8, MASS. 
MERIT OIL BURNER DEVICES, INC. 

489 5th Ave. New York City 




















M&L TANKLESS WATER HEATERS 


Internal types built in all sizes and shapes to fit your 
boiler. 


COIL, ROUND, OFFSET, SPOOL, PANCAKE, 
OVAL, PEAR SHAPED OR STANDARD 


Immediate Deliveries 


Manning & Lewis Engineering Co. 
28-42 OGDEN ST. NEWARK 4, N. J. 








New Bellows Wrench 


for Detroit Pressure Regulating Valves 


For easy and faster servicing. Features an all-position 10” ''T’’ handle. 
Position by turning knurled pilot which also helps in loosening stub- 
born retainer nuts. Made of hardened steel for extra strength and 
—— plated. PRICE $3.45. Available from your wholesale supplier 
or jobber. 


HYDROVALVE CO., 262 W. 38th St., New York 18, N. Y. 
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Monogram Combustion Chamber Co. 


PHILADELPHIA 4, PA. 
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AYFIELD * 


No. 5 OIL BURNERS 


REDUCE HEATING COSTS... 
INCREASE YOUR PROFITS 


Burn No. 5 heavy fuel oil. Self 
contained, all electric. Self-lu- 
bricating. Many new exclusive 
features. Write for full details 


GOOD TERRITORIES OPEN 









C. L. RAYFIELD CO. 


2010-18 S. Halsted St., Chicago 8, Ill. 
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RADIATION FURNACE CORP. 


BENTON HARBOR, MICHIGAN 


=Ftficiency 


FULLY AUTOMATIC —_ 


DESIGN 


FOR 


SMART CABINET 











Oilheating Talk Sessions 
(Continued from page 44) 
equalize charges on an actuarial basis. 


D. Spot studies throughout the North- 
east with companies having well-organ- 
ized service divisions to obtain figures 
similar to the spot study presented at the 
Round Tables. A larger sample would be 
reassuring as to the spot study’s accuracy 
of findings. 


3. The very real importance of devel- 
oping public relations through the burner 


service division is being neglected by many 
marketers. While emphasis is necessary 
on additional skill on the part of me- 
chanics, just as much if not more is needed 
in training these same men to handle 
public relations. Oilburner service divi- 
sion managers and staff must be con- 
sidered as salesmen and be under an ex- 
ecutive who is sales minded. Policies for 
the division must embrace the idea that 
burner service is part of a package, the 
package being “automatic heat.” 

4. The branding of fueloil, to be suc- 


cessful, must brand the “package” and 
not merely the oil. 

5. The selection of distributors to carry 
a brand must be more discriminating than 
it has been to date in the markets where 
meetings were held. 

6. The whole brand subject needs more 
and more objective thinking. With dis- 
tillate oil as a primary product at refinery 
level, can we expect anything else than 
the same brand development that has oc- 
curred in gasoline? Does this mean 
branded franchise jobbers selling at retail 














PREFERRED 


HAYWARD OIL BURNERS 


ROTARY and PRESSURE 
ATOMIZING TYPES 


Dealer and Distributor 
inquiries Invited. 


ORAFT-A-JUSTOR 






The Original. Still the Best. Hundreds 
of Thousands in Use. e Holds the draft con- 
stant in the fire box. e Scientific draft control 
for the smallest to the largest jobs. © Stove, 
domestic, and commercial sizes from 4 to 
24” in diameter. e Industrial sizes from 24” 
x 24” to 5’ x 12’. See Our Exhibit at Cleveland 


Ps for 4 Heating & Ventilating Show, January 27-31, 
Bote ; 
HAYWARD MFG. CO., INC. uwcireond Boot 37 and 3 


PREFERRED UTILITIES Mc con. 


505 COURT STREET BROOKLYN 31, N. Y. 











1860 Broadway, New York 23, N. Y. Boston Office: 839 Beacon St. 














Reduce Servicing Costs! 


NU-TROJAN 


Combustion Chambers 
A Product of McLeod & Henry Co., Inc. 


Nu-Trojan Combustion Chambers are 
made of first quality ‘"'Steel Mixture 
Pennsylvania fire clay. They have @ 
fusion point of 3180° F, to withstand 
sudden temperature changes and re- 
duce excessive servicing costs. Supplied 
with "Steel Mixture'' Baffle Head and 
15 Ib. Bonding and Flooring Matericl. 
Write Dept. 61 for details. 


A. R. WEBBER (0., Inc. 














Removes — Prevents 
Rust and Scale 
@ 
Non-corrosive — Non-caustic 


Guaranteed harmless. 
Blow off under pressure 


One of KENITE'S Time-tested, Safe Chemical Heating Special- 
ties. By makers of Kenbric Soot Remover. Ask your supplier or 
write us. Immediate Deliveries. 


*e.us.eat 








KENITE LABORATORY, INC. 


Everything for the Oil Burner Trade 


780 STATE ST. NEW HAVEN 11, CONN. 





83 MURRAY ST., NEW YORK 7,N. Y. 





December 
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In offering the Crotty Heat Generator to the trade, we do so with just pride be- 
cause its design combines simplicity of cleaning and maintenance. With a furnace 
and heating surface design that takes full advantage of modern automatic firing 
devices. Its internal circulation is so rapid as to be truly amazing and its phenom- 
enal efficiency will be accepted with enthusiasm by the most exacting heating 
engineer. 


A.S.M.E. standard are minimum. All designs are in strict accordance with §.B.I. 
formula. 


Over 6,000 Crotty Boilers were installed in American homes in 1946. 


We invite the trade and general public to visit our plant at Flushing, New York to 
witness the care and precision with which Crotty Boilers are manufactured. Im- 
mediate deliveries are now available in all sizes, complete with nickel-copper instan- 
pean oe —_ and beautiful enclosing extended jackets. O.P.A. prices are being 
maintained. 


CROTTY MANUFACTURING COMPANY, INC. 
133-15 THIRTY-FIFTH AVENUE, Flushing, Long Island, N. Y. 

















wick to the exclusion of independent operators ciation as promptly as possible to: such branding to “automatic heat.” 

who now dominate the fueloil retail sales | A. Establish burner installation stand- Talking this subject out in each 
rry pattern? If so, is the change desirable to ards. market will be constructive to all 
-_ the ultimate consumer and to the Indus- B. Study “oilburner service costs.” marketers. 
i try? If this is not so, what is the alterna- C. Learn how, in each market, to es- 

tive? tablish oilburner service on an ac- A. F. Rice, manager of western region 
_ eT ee ee tuarial basis. appliance sales for Rheem Mfg. Co., died 
‘i. D. Promote public relations. in the crash of an airliner near Burbank, 
ory 1. The oilheating industry in the mar- 2. Round Table discussions in each Calif. on November 13. Mr. Rice joined 
an | kets covered is now enjoying a “breather™ market should be arranged by local asso’. Rheem in September, 1945, after serving 
“ in its competition with gas-fired heat. ciations periodically to study: during the war as a lieutenant colonel of 
ial Every marketer in every market must A. The progress of different attempts Engineers, attached to the Army Air 
ail move cooperatively through his local asso- to brand fueloil and the relation of — Forces. 
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FEDERAL BOILER C0., Inc. 
icecuameee AUTOCAR TRUCKS 


MIDLAND PARK, NEW JERSEY COST MORE 


now in production—we can make 


immediate deliveries. Wy 











Watch for our advertisement in 


the next issue of Because They're Worth More 
Fueloil & Oil Heat. 






































Manufacturers of Rexoil ° 
Conversion Burners, Boller Rexoll Burners ane bo 


Units, Furnace Units and confidence of over 60,000 
Direct-Fired Conditioners users. That's why “you're 
RIGHT with REXOIL"... 
the line that's easy to sell 
and STAYS SOLD! 


REIF-REXOIL, Inc. | 


35 Carroll St. Buffalo, N. Y. 











Automatic Patented 
Spark ignition 
Five sizes, with vaporizing or pres- 
sure type burners, electric ignition, 
thermostatic control, modern de- 
sign--the best in water heaters. 
Write today for full information. 
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FIRE BOX 


FUELOIL & OIL HEAT CLASSIFIED ADVERTISING 


Advertisements are payable in advance 75¢c a line; minimum charge of $4.50 for 6 
lines or tess. No advertising Agency Commissions. No discounts. 


SeNCe— Thee writing to Box _—— address: c/o FUELOIL & OIL HEAT, 








jadison Ave., New York, 


Save Fuel—Save Money. Barclay has complete stock fuel-saving devices—furnace 
regulator sets, temperature controls, draft regulators, insulating materials, filters, 
oilburner pumps. Write for our catalog of all installation accessories and re- 
lacement parts for oilburners and stokers. Robert Barclay, Inc., 130 N. Peoria 
t., Chicago, Ill 
WE SPECIALIZE in a ne sag line of parts and accessories for all makes of 
Oil Space Heaters—float valves, fittings, tubing, pots, rings, wicking, oilifters, 
add-on controls, etc. Write for our price list, Sarn-Oil Burner Supply Co., 
2877 S. Archer Ave., Chicago 8, Ill. 


MANUFACTURERS SALES REPRESENTATIVES with organization over entire 
eastern seaboard, selling to more than 600 jobbers and many burner manufac- 
turers, could do real justice to another oil-heating device. Substantial volume 
guaranteed. Manufacturers urged to contact us promptly. Box 584. 


PRICE CALCULATOR for alcohol, turpentine, linseed oil, solvents, kerosene, 
fuel oils and gasolines. 250 charts ranging from .001 to .209 per gallon in tenth 
and quarter cents. Charts complete with stand $47.50. For fuel oil dealers we 
have Calculator ranging from .05 to .11 cents, in tenths only. 61 charts com- 
plete with stand $27.50. Each chart shows amounts from 1 to 999 gs. Any 
individual chart with celluloid holder $1. Degree Day Systems, Woodside, N. Y. 


ASSISTANT SALES MANAGER. We need a man who can point to good ex- 
perience in selling and sales department supervision. The position we have offers 
an excellent opportunity as virtually the head of one of our sales divisions. An 
engineering background or experience in oilheating will be helpful, but experience 
in industrial selling, ability to handle customers by correspondence, as well as 
in the field, will be essential. You will have around you a fast-moving organiza- 
tion, making nationally-famous precision products, used by manufacturers as 
original equipment, and by jobbers and dealers as replacements. The company is 
highly progressive, with a secure future, already operating at double its wartime 
wry some Present salary depends on the background and ability of the man, 

ut future earnings will be commensurate with progress and results demonstrated 
—definitely an opportunity for a man of initiative and ability. Write Box 587. 


BUYER—MECHANICAL ASSEMBLIES. Practical design engineer able to 
analyze sources as to quality, reliability and cost. Must possess purchasing skill 
and judgment to buy at a price which will allow lowest possible customer cost 
and profit to supplier and manufacturer. Principal items to be purchased are 
low gallonage oil and water pumps, blowers, bronze and iron valves, fan wheels, 
mechanical air flow control equipment, fluid and pressure gauges, gears, worms, 
linkages, water heater assemblies and filters. Write Box 588. 


WANTED NEW AND USED OILBURNERS, both domestic and industrial. Air 
mail full description with price to Jenkins Engineering Co., 518 Virginia St., 
Seattle, Washington. 


DOMESTIC SALES MANAGER for distributor of oilheating equipment. Ability 
to promote sales of domestic oilfired equipment by developing and promoting 
a sales campaign essential. Must be familiar with pressure type oilburners as 
applied to conversion jobs and unitary equipment including forced warm air and 
boiler-burner units. Must be able to carry out a sales program including the 
operation of the sales department. Write Box 589. 


500 OILBURNERS, gun type, brand new, with controls. Immediate delivery. 
Write Box 590. 

OFFICE MANAGER to handle fueloil burner service department with large oil 
company. Must have practical knowledge of oilburners, with ability to handle 
men. Location Northern New Jersey. Give age and complete history of experi- 
ence. Write Box 591. Also an assistant to manager, mechanically inclined with 
typing experience, office records, etc. Write Box 592. 

DEALER SALES MANAGER to develep territory of distributor of oilheating 
equipment. Able to manage a business successfully and to build up a dealer 
organization in distributor's territory. Must be qualified to select and franchise 
the outstanding dealers in the territory and to develop the dealers as to quality 
of installations and volume of business. Write Box 593. 


BALTIMORE DISTRIBUTOR invites inquiries from manufacturers of domestic 
oilburners, boiler-burner units, etc., desiring good representation by well-estab- 
lished firm having had 20 years experience in the oilburner field, Write Box 594. 


HEATING EQUIPMENT AND SUPPLIES DISTRIBUTOR opening to serve the 
trade in the western section of Philadelphia and adjoining suburbs, invites in- 
quiries from manufacturers desiring proper distribution of their products; par- 
ticularly interested in oilburners and allied equipment. Address inquiries to 
Clarence B. Foster, 8498 Lansdowne Ave., Upper Darby, Pa. 

WANTED—MANUFACTURERS’ AGENTS with following in plumbing and 
heating wholesale trade to sell our Fuel Tank Gauges and allied accessory. 
Write today. King Gauge & Mfg. Co., 114 Wallace St., New Haven 11, Conn. 


INDUSTRIAL SALES ENGINEER—Combustion engineer with practical ex- 
perience in heating and steam generating equipment fired with heavy oil, Must 
be able to layout and estimate the cost of installations involving conversion burn- 
ers and steam generating equipment. A thorough knowledge of fuels, especially 
the heavy types, referred to as No. 5 and No. 6, is essential. Knowledge of 
A.S.M.E. boiler codes and Pennsylvania state codes and fire laws required. 
Salary open to the man who has these qualities and the personality and experi- 
ence to complement them. Write Box 595. 

ATTENTION: BOILER AND AIR-CONDITIONER MANUFACTURERS— 
OIL COMPANIES—OIL BURNER DISTRIBUTORS; Oil burners designed, 
developed and engineered to your specifications, Underwriters and Commercial 
Standard listing guaranteed, production set-up supervision, patterns, jigs, fixtures, 
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Oil Burner Devices, Inc. ...... 127 
Ohio Electric Mfg. Co., The ... 
Olsen Mfg. Co., The C. A. 


Paragon Oil Burner Corp. ...... 118 
Paragon Oil Company 124 
Penn Boiler & Burner Mfg. Co 

Penn Electric Switch Co. 

Perfex Corporation Ae 
Petroleum Heat & Power Co. .... 
Petroleunr Solvents Corp. ...... 
Philadelphia Valve Company .... 93 
Polo Pump Company 11 
Preferred Utilities Mfg. Corp. ... 


Quiet Flame Burner Co. . 


Radiation Furnace Corp. ....... 
Rayfield Co., C. L. 

Refractory & Insulation Corp. . 
Reif-Rexoil, Inc. 

Reynolds Electric Company .. 
Rheem Mfg. Co. 13 
Ridgefield Chem. Prods. Co., Inc. 115 
Rochester Mfg. Co., Inc. ...... 15 
Scully Signal’ Co, . 000000 9, 109 
Shell Oil Co., Inc. 23 
Shephard Heater Co. .......... 111 
Silent Flame Mfg. Co., Inc. .... 116 
Silent Glow Oil Burner Corp. .. 63 
Silent Sioux Oil Burner Corp. .. 8 
Simplex Oil Heating Corp. .... 
Skuttle Mfg. Co. 

Socony-Vacuum Oil Co., Inc. .... 
Standard Heater & Oil Eqpt. Co. 
Sundstrand Pump Division .. 

Super Electric Prods. Corp. 

Teesdale Mfg. Company 

Thatcher Furnace Company 

Thrush & Co., H. A. 

Titusville Sales Company 

Tork Clock Co. 

Torrington Mfg. Co., The 

Triplex Heating Specialty Co. .. 
Tuthill Pump Company 

Wiking Mie Cotp, 62.0 6ce ees 
Viking Pump Company 

Warts Regulator Company 

Wayne Home Egqpt. Co., Inc. .. 
Webber Co., A. R. 

Webster Electric Company .... 
Westcott-Alexander, Inc. 
White-Rodgers Electric Co...... 
Williams Oil-O-Matic Div. 

“KK” Eabosstoties. Inc. ......664%- 
Yale & Towne Mfg. Co., The .. 





service manual copy, etc., supplied when necessary. We specialize in pressure 
atomizing burners for the domestic field. Our laboratories, machine shop and 
engineering staff, located in the east are at your service. All replies will be held 
strictly confidential. Address Box 530. 

OILBURNER IGNITION TRANSFORMERS for sale, or will exchange for oil- 
burner motors or controls, Rubel & Jensen Co., 646 Central Ave., East Orange, 
N. J. (Phone: Orange 3-7777). 

OILBURNER SERVICE MAN experienced on 5 and Bunker C oil and Minne- 
apolis controls. Year-’round job with Philadelphia oil company. Salary $100.00 
weekly. Car furnished or allowance. Write Box 596. 


FOR SALE. Truck tank with reel and pump, compartment capacities 600, 599, 
519, 402 and 301 gallons. Address The Pure Oil Co., P. O. Box 187, Berwyn, Ill. 


DEALERS: Large profits and fast moving—Automatic Oil Filters. No replace- 

ment cartridges necessary. Filters 15 gals. per hr. List $5.20, your cost $1.95 ¢€a. 

pha = Sample order accepted. Philip Kay & Assn., 3934 Cermak Rd., 
icago, Ill. 


RESEARCH ENGINEER: Eastern oilburner manufacturer wants experienced re- 
search and development man capable of designing and developing line of oilheat- 
ing equipment for economical production and service. Good opportunity for the 
right man. State experience and salary. Write Box 597. 


—nt 





IGNITION ELECTRODES IN QUANTITY—TO MEET THE INDUSTRY'S EXACTING NEEDS 


ieee: < DIELECTRIC PRODUCTS CO., INC. 


125 VIRGINIA AVENUE, JERSEY CITY 5, NEW JERSEY 
OIL BURNER IGNITION ELECTRODES, INSULATORS, CABLES, BUS BARS AND ASSEMBLIES 


December 
1946 








EP 


YE lien. 





